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ALL LEATHER 
SHOES 


“Foot-Fashion” fine shoes for men point the way to success for 
the dealer who wishes to keep a well-chosen style assortment 


available all year ‘round. 


The large floor stocks maintained by Friedman-Shelby afford the 
dealer an opportunity to maintain this wide style showing with a 
practical minimum of stock on hand, by filling in. 


“Foot-Fashion” fine shoes are proving popular with men who exact 
value in their shoe purchase; and this quality line yields a splen- 
did mark-up when offered at popular retail prices. 
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VOICE of the TRADE 


eJUDGE T. LINUS HOBAN of 
the Pennsylvania court handed down 
an opinion in an action of a cus- 
tomer against the Scranton Dry 
Goods Company. The customer 
sought damages for personal in- 
juries said to have been suffered 
through being fitted with a faulty 
pair of shoes. Judge Hoban held 





that Stanley Janus, by wearing the 
shoes for several days, was guilty 
of contributory negligence. 

The judge’s opinion follows: 

“What negligence can there be 
on the part of a salesman in fitting 
an article of wearing apparel to 
a customer when the only person 
who can tell definitely whether it 
fits properly or not is the customer 
himself? Or how could the clerk 
be held to have anticipated such 
results from a shoe in which there 
is no defect of material or manu- 
facture, when his assurances as to 
fit must necessarily depend on 
plaintiff's reactions at the time of 
fitting ? 

“The injuries here followed the 
persistent wearing of a shoe which 
did not fit, a fact which must have 
been obvious from the start and 
not from the alleged act of negli- 
gence, to wit, the sale of the shoes 


coupled with the assurance of fit 
and comfort. We can see no neg- 
ligent conduct on the part of de- 
fendant’s agent by which he ex- 
posed plaintiff to an unreasonable 
risk of harm. If by any stretch of 
the imagination, the sale and sub- 
sequent attempts to adjust the fit 
of the shoe could be called negli- 
gence, the plaintiff's persistent 
wearing of the shoe, which from 
the beginning caused him discom- 
fort and pain, is certainly con- 
tributory negligence and would de- 
feat his right to recover.” 


* * * 


A.D. SEBASTIANI of La Giocon- 
da Shoe Company, Montreal, made 
such an exquisite pair of shoes for 
Queen Elizabeth as a token of 
Canadian craftsmanship that it re- 
sulted in a most unusual contract. 





He received an order from an 
Arabian Nights princess, Her Im- 
perial Highness, Duru Shehvar, 
Princess of Berar, wife of the heir- 
apparent of Hyderabad, premier 
State of India, and daughter of 
Abdul Medjid, last of the Turkish 
Sultans. She is reported to be one 
of the wealthiest princesses in the 
world. The 23-year-old princess at- 


Page I! 


tended the Coronation ceremonies 
and was attracted by the beauty of 
Canadian shoes on display in Lon- 
don. The order received by the 
Montreal firm specifies a cocktail 
shoe. The toe is covered with 
grapes in white silver while there 
are leaves on each side of the shoe, 
all made of green copper. The bal- 
ance of the shoe is in yellow “soie 
pique.” Intended for day or eve- 
ning wear, the shoes cost $100. 
* 


* * 


"THERE are many different “types” 
of customers who come into the 
average shoe store or department 
store daily. Each type must be 
handled differently and with the 
utmost care and caution if he or 
she is to leave as a satisfied cus- 
tomer who will return for future 
purchases. 

There are, of course, many cus- 
tomers who do not fall into these 
classifications, but surveys have 
shown that 80 per cent of us may 
be classified in the following 
groups: 

(a) The Nervous customer. This 
nervousness may be due to several 
causes and each condition requires 
a little bit different treatment. The 
customer who is tired and cross 













































needs to be handled with patience, 
while the fussy and nervous: type 
of customer needs consideration. 
A quiet manner puts the excited 
person at his or her ease. Calmness 
is the only trait to use with unrea- 
sonable customers. 

(b) The Dependent customers 
who are timid need gentleness as 
do also the sensitive type of people. 
The undecided customer needs to 
be helped to a decision while chil- 
dren must be helped to think about 
their needs. Old people need kind- 
ly and sympathetic treatment as do 
those who have physical handicaps 
which make it difficult for them to 
express themselves. 

(c) Disagreeable customers who 
are skeptical, need candid treat- 
ment, while those who are inquisi- 


tive must be told about the mer-. 


chandise they find of interest. Talk- 
ative people should be permitted to 
talk and handled with brief com- 
ments. A goodly exercise of self- 
control is the only way to handle 
the insulting type of customer. 

(d) Trying customers who are 
always critical should be given a 
knowledge of the merchandise they 
find of interest. The indifferent in- 
dividual needs to be handled with 
tact, while a sincere, convincing 
manner has been found best in 
handling bargain hunters. 

(e) The most valuable of all, 
Common-sense customers, who are 
pleasant, need only be shown what 
they are looking for and given the 
kind of service that they expect. 
Decided customers need but one 
thing—good service. 


* * * 








AN individual is operating in IIli- 
nois, calling on beauty parlor op- 
erators and taking orders for a 
special nurse’s type shoe and col- 
’ lecting a down payment of approxi- 
mately 40 per cent. But the shoes 
are never shipped. 

Previous operations of this slick 
crook have been noted in Texas, 
Louisiana, Arkansas, Tennessee, 

















—Tap—tap—tap—tap— 

—My friend the blind man is com- 
ing up the street. 

—Tap—tap—tap—tap— 

—He's slowly feeling his way toward 
the broad avenue. 

—Tap—tap—tap—tap— 

—"'Hello, old friend, can | help you 
on your way?” 

—"'No thanks," he replies, "I'm get- 
ting along all right. I'm blind, 
you know, but | can hear and 
sense things—a bit better than 
most men. Right now | can hear 
the shouts of mad men, and the 
rumblings of distant wars. | know 
where I'm going. But | often won- 
der if all you who can see know 
where you're going. | wonder. 
Well, good-bye.” 

—Tap—tap—tap—tap— 

—My friend the blind man is going 
down the street. 


Zs 6 TEE 


President 





Missouri, etc. He operates under 
a number of names and it is well 
for you to caution people in your 
community that he is “on the 
make.” 
* * * 

HIIGHEST shoe trade honors in 
the world are those conferred by 
the Cordwainers Company, a guild 
of shoe craftsmen, charted in 1439 
by Henry VI and maintained 
through the years as a benevolent 
order and trade guild. Its begin- 
nings even precede that date to a 
legendary 900 years ago. 

Recently, Britain’s new prime 
minister, Neville Chamberlain, be- 
came a Cordwainer of the City of 
London, to carry on a family tra- 
dition of two centuries. One of 
Mr. Chamberlain’s ancestors in the 
leather and boot business in’ Cheap- 
side joined the Cordwainers in 
1739. Since then, every generation 
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of Chamberlains has been repre- 
sented. 

The Cordwainers exercise a be- 
nevolent supervision over branches 
of the shoe and leather industry, 
give grants to technical schools and 
colleges and administer charities. 
The induction ceremonies carry on 
a noble custom. Both industry and 
nation are honored by the part the 
craft plays. 

“The Crispin trade. what better 
trade can be—ancient and famous, 
independent, free.” 

* * * 


HUMAN skin is just as easy to 
tan as any calf, says August C. 
Orthman, president of the Ameri- 
can Leather Chemists’ Association 
which concluded at Toronto a four- 
day discussion of the intricacies of 
the tanning business. 

He stated that many of the white 
leathers produced commercially are 
tanned by the same process as that 
used to embalm King TutankhAmen 
and his numerous relatives. 

“The Egyptians got formaldehyde 
when they made wine and they used 
pitches. We use formaldehyde and 
the active principles that give the 
same effect as the pitch,” he said. 

Other interesting phases of the 
leather business noted by President 
Orthman were that gold-plated kid 
is the most expensive. It is gold- 
plated by the same process as your 
sweetheart’s earrings and _ costs 
about $2 a square foot. Sharkskin 
is the toughest leather made and 
finds its chief use for the toes of 
children’s shoes. The tanning of 
burned places on a living human 
skin in order to provide a protec- 


s a 










x 


[od 


L& 





tive coating, a relatively recent 
practise of medicine, was discovered 
5000 years ago by the Chinese who 
use a decoction of tea leaves for 
the same effect. When the Indians 
mixed up the brains and liver of a 
deer to tan the hide, they did a good 
job, chemically. The result was a 
soft leather. But it was one that 
served for mocassins just as well as 
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anything the leather chemists turn 
out today. 


“Your shoes probably don’t wear . 


as long as your father’s and grand- 
father’s,” concluded President Orth- 
man. “But blame the cities for that 
and not the tanner. It’s city pave- 
ments, cement sidewalks, tight shoes 
and perspiration. The leather is 
better than it ever was. Barbed 
wire fences have resulted in the 
ruination of a lot of leather and 
tanners know that leather from con- 
tented cattle is the best that they 
can buy.” 


THE MILLIONAIRE 
(A vacation idyll) 


“I’ve got my name on the River, 
I’ve got my name on the Sea; 
I’ve got my name on the Summer skies— 


They all belong to me. 


I’ve got my name on the violets . 
That grow in their corner fair 

And wherever nature has planted peace 
My name is written there. 


As far as my eye can travel 
From where I stand to the sun, 
I’ve got my name on the things I see 
And I own them, every one; 


I’ve got my name on the singing birds 
That mate when the spring is new; 
But I won’t be selfish with all these 

things— 
I'll share them, Friend, with you. 


There is no deed to the River— 
There is no lock on the Sea; 

Not all the power in all the world 
Can take their joys from me. 


There is no fence in the heavens, 
No vaults hold the sunset’s gold. 
And the Earth is mine and the heavens 
mine 
Till all the suns grow cold! 


And though I may be a pauper 
And stand in my rags apart, 

Tm richer than all the kings there are 
If peace is in my heart. 


The stars are my thousand jewels 
And life is my bread and wine, 
And all that I see was made for me, 
And all that I love is mine!” 
Henry Edward Warner. 


THE opening of the International 
Paris Exposition finds forty-three 
exhibitors in the footwear section 
of the apparel pavillion who rep- 
resent custom-made bottiers. A 
most significant appreciation of the 
arts of fine shoemaking in such a 
number! In the section of acces- 
sories for shoes, only eight con- 
cerns display their wares. In the 
section of shoe manufacture, 
twenty-two organizations display. 

In view of the fact that many 
Americans are Paris-bound this 
Summer, there may be _interna- 
tional interest in the shoe men who 
are playing an official part. They 
are as follows: 

M. Henri Hellstern, president; 


_M. Charles Legris, vice-president; 


M. Hommen, vice president; M. 
Samet, secretary; M. Talledet, sec- 
retary; M. Emile Gele, treasurer; M. 
Denise, president of Bottiers’ sec- 
tion; Mme. Julienne, vice-presi- 
dent; M. Andre Lavedan, secre- 
tary; M. Paal Bidal, president of 
Accessories section; M. Arosa, vice- 


president; M. Brun Buisson, sec- 
retary, and M. Jacquet Albert, 


treasurer. 
* # # 


6¢PAYROLL constitutes more than 
half of retail operating expense.” 
says the American Retail Federa- 
tion. “Census of Business figures 
show that salaries and wages ac- 
count for more than half of the 
operating expense of a modern re- 
tail store. Of the consumer dollar 
(on the average) census figures 
show that 25.6 cents goes for oper- 
ating expense, of which about 14 
cents is spent in the payment of 
salaries and wages, including com- 
pensation for active proprietors at 
the average rate received by clerks. 

“High total operating ratios are 
found in all kinds of retail business 
requiring a high degree and quality 
of selling service, such as in jew- 
elry and shoe stores, or expert in- 
stalling and servicing, as in the 
selling of heating and plumbing 
equipment and household appli- 
ances.” 





: "| wouldn + have ye’ do this—but when | get through workin’ th’ 
shoe stores are closed!" 





“ 
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Co-operation the Keynote for 


SUCCESS of the great nation-wide 
men’s shoe campaign, which is to cul- 
minate in National Men’s Shoe Week, 
Aug. 28 to Sept. 4, will depend in a 
very large measure on the degree in 
which shoe retailers, manufacturers, 
salesmen and all connected with the 
men’s shoe industry plan and work 
together to put over this extraordinary 
men’s shoe promotion. 

In particular it will depend upon 
the cooperation of retail shoe mer- 
chants in their own individual com- 
munities. For while a single men’s 
shoe store, working alone, can accom- 


plish much by tying in with the 
national campaign, the best results 
will be obtained when all of the men’s 
shoe stores of a town or city pool their 
efforts in planning a cooperative pro- 
motion. And by men’s shoe stores we 
mean every shoe store, department 
store or men’s clothing store that sells 
men’s shoes. 

The job can be done in the coopera- 
tive way, on a community scale, but 
somebody has to take the initiative, 
and be diplomatic, enough to gain the 
support of the other stores. The first 
plunge is the hardest—just like swim- 


ming in a cold mountain lake. You 
can’t just stick one big toe in to see if 
the water’s cold; you have to dive in! 

Don’t wait for someone else to take 
the lead. Get in touch with your 
strongest competitor—in fact, with all 
the “live wires,” and arrange a get- 
together to discuss the plan. Then 
have a tentative list drawn up of the 
various committees needed, with a sug- 
gested person to head each one, and 
perhaps also a general outline of pro- 
gram suggestions. 

The writer is drawing upon his own 
successful experiences in _ putting 
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E ficient Committee Organization Assures Success for Your 
Men’s Shoe Week Plans 


all over the country that prove “it can 
be done.” 

However, organization is very im- 
portant. There must be a plan all 
drawn up to present at the first general 


‘meeting. 


BBEFORE going into that, there’s one 
other important point to bring up. Let 
it be clearly understood by everyone 
invited to participate that this is not 
a newspaper space-selling stunt—that, 
while newspaper space will be used, 
and newspaper men will probably 
help where they can, Men’s Fall Shoe 
Week is distinctly and absolutely an 
event sponsored by local retailers of 
men’s shoes for the benefit of all such 
stores. (It’s odd, but some merchants 
seem to believe any such event is a 
trick perpetrated for the sole benefit of 
the newspaper.) 

Now for the-committee list: 

First—General chairman (a good 
pep man who can enthuse others to 
work hard). 

Second — Secretary - treasurer — to 
keep records of meetings, receive and 
disburse monies. 

Third—Newspaper ads committee— 
to plan a cooperative ad program, ac- 
cept and secure orders for space and 
help those who need it. (A supple- 


by R. E. ANDRUSS 


ment, or spread, with feature articles 
tion of them, or such other circulars 
as may be used, are duties of this 
group. 

Fifth—Display committee. To take 
orders and secure display posters, etc., 
suggest display color theme, arrange 
a contest for best displays, help those 
who need it. 

Sixth—Setting together the fore- 
going groups and individuals should 
determine the style “high spots” to be 
featured. It is highly important to 
avoid confusing the public by the 
over-stressing of individual store’s 
novelty favorites, or have the same 
color called by several names. Place 
united accent on the outstanding styles 
and colors, and let the individual 
store’s interpretations be less domi- 
nantly featured. Determine the big 
ideas, and play them big. 

Seventh—Radio and speaker’s com- 
mittee, to arrange for speakers and 
their appearances before various clubs 
and groups and to plan and prepare 
talks and short announcements for 
radio use. 

Eighth—Contest committee, to or- 
ganize and put over such contests as 
“Best Dressed Business Man,” “Best 
Dressed Student,” “Best Dressed City 


National Men’s Shoe Week 


across resultful cooperative campaigns 
in places “where such things couldn’t 
be done, because merchants wouldn’t 
pull together.” That’s plain bunk! In 
one town of 9000 where “it couldn’t 
be done” we had 39 pages of adver- 
tising, 20 distribution cars in a big 
early morning parade, special park- 
ing for cars, babies and packages, 
changed train schedules, and even had 
a special operator on duty at 5:00 
A.M. so I could personally call 40 
men who were going to do the circular 
(39 pages!) distribution. And there 
are plenty of other success stories from 


on styles, and ads from individual 
stores may be used, or a series of co- 


‘operative ads may be preferred.) 


Fourth—Direct-mail and_ distribu- 
tion committee. Preparation of direct- 
mail folders or letters and the distribu- 


Official,” “Best Dressed Doctor,” “Best 
Dressed Lawyer”—-and so on through 
a list that offers best promotional pos- 
sibilities in your community. This can 
be an advance stunt, carried on under 

[TURN TO PAGE 30, PLEASE] 


How to Plan, Organize and Carry Out 


a Community Campaign to Make the 


Men of Your Town More Shoe Conscious 


at the Beginning of the Fall Season 














Hostess Gown Photos 





Courtesy of Velvet Guild. 


Do Your Slipper Shopping Early 


Immediate Buying Helps Christmas Selling 


Clockwise, beginning at lower left: Mule of woven 

lace on satin. Two color high-tongued mule in suede. 

New use of fur on velvet. Open-toed scuff in kid- 

skin. First two from Stone Shoe Co. Others from 
Pasadena Slipper Co. 





Right: Brocade D’Orsay 
with satin ruffle trim. 
From Restful Slipper Co. 
Suede boot with lamb’s 
wool and leather trim in 
contrasting color. Con- 
solidated Slipper Corp. 


Below, left to right: 
“Frou Frou”—the mule 
with the illusion line. 
Boot in ripple velvet 
with jur. Two new ideas 
from Daniel Green. High 
front D’Orsay in suede. 
From Tupper. 


THERE are at least three good reasons why the wise retailer will be 
prepared to sell Fall boudoir slippers by August. First, many women 
need a new pair by then, and will prefer to replenish their wardrobe 
with a new Fall model instead of an outmoded Summer one. Second, 
girls going away to school and college must buy slippers to carry 
them through the Fall months to Christmas. And the third and most 
important reason for early buying is the need to try out customers’ 
tastes in anticipation of the Christmas season. Although the slipper 
business is growing to be a round-the-calendar one—largely because 
of the increased number of special slipper sections and display cases 
in shoe departments—Christmas is still by far the biggest selling 
season and a buyer needs a little advance experience if he wants to gowns and slippers a new importance in the 


be certain of carrying only the best selling patterns in his Christ- past few years. Women now recognize that 
mas stock. [TURN TO PAGE 32, PLEASE] 








Fashion emphasis on dressing to suit the occasion has given house —feft to right. Five Dainty Maid slippers in a 
copyrighted assortment named for movie stars. 
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INTERESTING 









Novel Trends of the Current 


a simple yet unusual effect that served the purpose 
admirably. 

The same store had a “Red Earth” shoe window, 
in a series of eight displays featuring the spice 
tones. Cinnamon bark and other spices were dis- 
played in great glass globes to add the curious note 
which caught the attention of the passers-by. In 
the same general category of strikingly unusual 
window displays is the one on the left-hand page. 
featuring opera pumps and also by Bonwit Teller, 
in which still life studies of fruits are used in back- 
ground, and a bowl of artificial fruit as decoration, 

























Left: An unusual and 
very effective display of 
the new opera pumps 
by Bonwit Teller, New 
York. “Re-discovered the 
Chic of Opera Pumps” 
is the showcard caption. 
Still life studies of fruit 
add a color note, and 
accessories tie in . neatly 
to complete the picture. 












WVINDOW displays present some wide contrasts at 
this season of the year. It’s the time when early Sum- ff 
mer promotions have run their course, when the first 
sale windows are beginning to appear, but when there 
are still some shoe merchants who believe it’s a bit 
too early for store-wide clearances. Consequently, dis- 
play men are casting about for something unusual and 
interesting to add spice and zest to early July shoe 
windows. od 

Displays of the character illustrated on these pages 
are admirably suited to fill that need. In fact there is 
always a place in shoe promotion for window displays 
that are odd, unusual and interesting enough to attract 
the attention of the people who throng the streets, and 
to make them pause and look over the footwear that 
the stores have put on exhibition. When the display 
itself is intimately connected with the merchandise on to suggest the richness of colors appearing in the shoes. 
view, the window becomes all the more effective. Turning from this more or less exotic type of win- 

Thus, for example, the Bonwit Teller “Native Magic” dow display, to the more natural type of Summer pro- 
window, illustrated at the lower corner of the right- motion, we have an interesting array of “Best Suc- 
hand page. India was the source of inspiration for cesses” for the Summer shoe wardrobe in the accom- 
this colorful ensemble, in which bright-hued sandals panying display by Best & Company, Fifth Avenue, 
were illustrated. The sculptured heads and the few New York. The display in itself is simple, the shoes 
objects used for decoration and atmosphere produced being arranged on an inclined platform, which has the 
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SHOE WINDOWS 


Season in Footwear Display 


advantage of affording an excellent front view and 
enabling the customer to form an accurate impression 
of both the last and pattern. The shoes shown in this 
window could all be described as sport types of one 
kind or another. “For spectating or playing, choose 
your Summer Shoe Wardrobe from these Best Suc- 
cesses,” said the showcard. A window display of this 
kind is designed for the obvious purpose of selling 
merchandise by pointing out the timeliness of sport 
shoes and giving the prospective customer a complete 
line-up of what the store has to offer in this class of 
footwear. Since the primary object of the display is 
direct selling, the prices of the various styles are 
plainly indicated by means of price tickets. 

Backward weather conditions, culminating in an un- 
usual period of rainy weather during the month of 
June, created a retail situation in New York and quite 
a number of other cities which has tended to foster a 
considerable number of early clearance sales, both in 
shoe stores and department stores. Sunday newspapers 
of June 27 carried the clearance announcements of a 
number of the best known stores selling the finer grades 
of footwear, while other stores, particularly the depart- 


Above: A Summer sport 


shoes “For Spectating or 
Playing.” 


ment stores, have been featuring special sales of vari- 
ous lines and groups of footwear for the past several 
weeks. With the passing of the July 4 holiday, sales 
will naturally become quite general. This means, of 
course, that from now on a very considerable propor- 
tion of the available window space will be given over 
to the showing of clearance merchandise and to an 
effort, through window publicity, to impress the public 
with the exceptional values offered during clearance 
time. 

In a previous article, suggestions were made for 
[TURN TO PAGE 32, PLEASE] 
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evening accessory 
group from a win- 
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On the ascent up Mount Rainier, Wash. Pictured 
in the above photographs are L. E. Langston, execu- 
' tive vice-president of the National Shoe Retailers 
Association; Morris Cronkhite, of Turrell’s, Seattle, 
newly elected president of the Pacific Northwest 
Shoe Retailers Association and N. S. R. A. state 
chairman for Washington; Mrs. Cronkhite, their son 
and Miss Helen Cornelius, associate editor and 
director of fashion services of Harper’s Bazaar. 
In the top photo, Miss Cornelius is at the left, 
Mrs. Cronkhite in the middle and Mr. Langston at 
et nie 
group pi in ; photogra 
These photographs were taken in Paradise Valley, 
on the way up the peak of Mount Rainier, which is 
15,000 feet high, and the view from which is said to 
be among the most beautiful on the American con- 
tinent. Observe the high snowbank back of the 
group in the top photograph. This picture was 
taken in a passage-way plowed through the snow 
and leading to an inn. Despite the wintry appear- 
ance of the landscape, the weather was warm 


enough for comfort without topcoats, and young 
i s, were skiing on the 


men, clad only in 
mountainside. 
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OF ASSOCIATION 
PROGRESS 


L. E. Langston, Executive Vice-President 
of N.S.R.A., Also Visits Cities of South 
and Southwest in Completing Long Swing 
Around the Circle That Took Him to 
Pacific Northwest Shoe Retailers Associa- 


tion Convention, at Spokane, and Return 


BBACK from a coast-to-coast swing that took him into 
the Northwest as far as Spokane, Seattle and Portland, 
and west to San Francisco and Los Angeles, includ- 
ing a number of other cities off the beaten path of the 
average shoe convention traveler, Executive Vice- 
President L. E. Langston, of the National Shoe Retailers 
Association, declared on his arrival in New York last 
week that he had been inspired by all that he saw and 
heard, and was particularly impressed by the many 
fine contacts with shoe men which he made in the 
course of his travels. 

While business conditions were somewhat spotty, 
Mr. Langston said that he gained the impression that 
business generally was definitely good and in some 
places, exceptionally good. He said that he found 
white shoes selling remarkably well in the Northwest, 
due to a spell of unusually fine Summer weather. In 
the Southwest, particularly in Texas, retail business 
was excellent, and with prospects for a splendid cotton 
crop, the Fall outlook is considered exceptionally good. 
Retailers everywhere were putting forth their best 
efforts and were eager for information which would 
be helpful to them in the successful conduct of their 
businesses. And yet, the question “How’s business?” 
was seldom discussed, and an inquiry heard more often 
was “What is the government going to do next?” or 
“Where is the country heading with regard to the labor 
problem?” 

Mr. Langston’s main objectives ‘when he left New 
York more than a month ago were the conventions of 
the Pacific Northwest Shoe Retailers Association in 
Spokane and the California Shoe Retailers Association 

[TURN TO PAGE 30, PLEASE] 
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Real Estate Experts and Shoe Men Told M. H. 
Riggs of Baynham Shoe Company His Prospec- 
tive New Location Was “All Wrong.” But Mr. 
Riggs Backed His Own Judgment with Real 
Money, Built a Modern, Well-Equipped Store, 
and in Three Months Was Obliged to Enlarge 


His Selling Space. 


New Store Brings 


Fifty Per-Cent Boost in 


INCREASING its business 50 per 
cent within three months after moving 
into one of the most modern and best 
equipped retail shoe stores in south- 
western Ohio is the experience of the 


“Before we decided to move to our 
new location,” said Mr. Riggs, who is 
also president of the Dayton Shoe Re- 
tailers Club, “we made a careful study 
of the possibilities of the store. Real 


Interior view of Baynham’s, showing compact arrangement of 
stock, illuminated display cases and use of skylight to provide 
daylight as well as modern electric lighting. 


Baynham Shoe Company of this city, 
which has already been compelled to 
make further enlargement of its sell- 
ing space. 

The new store of the Baynham Shoe 
Company was opened on March 1 at 
First and Main Streets, after approxi- 
mately $10,000 had been spent to 
make it one of the most attractive 
shops of its kind in this territory. 
When a Boot & SHoe RECORDER re- 
porter called on M. H. Riggs, one of 
the owners, just three months to the 
day following the initial opening, he 
found carpenters busy tearing out par- 
titions on the first floor to afford more 
selling space. 


Business 


estate people and shoe men told us 
we were crazy to think about such a 
location, as nobody ever came down 
this way. 

“However, we made a careful check 
and found during a ten-day period that 
between 2500 and 3000 persons passed 
the spot every day. We are located on 
one of the heaviest arteries entering 
the downtown business section and we 
are between two of the best hotels in 
the city. In addition, two theatres are 
very close to us, one being across the 
street and the other but a few hun- 
dred feet away on our side of the 
street. Beside this, two bus lines stop 
right in front of our door, and be- 
tween 800 and 1000 persons get off 
there each day. 

“Frankly, our business has gone 
way beyond our most modest expec- 
tations. On Saturdays, there is only 
standing room, and as a result we 
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“A Century of Progress on Rail and on Foot” was the theme 
of this interesting window display in Baynham’s new store. 
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THERE are far too few modern books on the subject 
of shoes and a positive paucity of books on men in 
shoes who have contributed to the progress of footwear 
in fashion and utility. A half century ago, shoe men 
abroad found great enjoyment in passing on their 
knowledge to others by either writing books themselves 
or having competent men gather, through research, the 
practices and even the philosophies of shoes, their 
wearing, their making and their sale. 

A few days ago we had occasion to go into a doctor’s 
office and in looking over his office library, we dis- 
covered a book: “The Foot and Its Covering” by James 
Dowie, published in England in 1861; and a splendid 
contribution to the understanding of feet and their 
functioning, shoes and their use; and replete with 
shrewd observations—such as the following: “A gentle- 
man always turns out his toes, while the peasant as 
invariably turns them in. It is incontestable that the 
proper position of the feet is to have them turned out 
and that this attitude contributes to the stability of the 
body when erect because with the two feet we then 
form a sort of triangle which gives all the security of 
the tripod.” 

The book is delightful because it corrects, as of 1861, 
the opinions expressed by a famous professor of surgery 
and anatomy at Amsterdam—one: Peter Camper, who 
wrote a treatise “on the best form of shoe,” in an 
earlier generation. The observation that “a gentleman 
always turns out his toes, while the peasant as invari- 
ably turns them in” was evidently the code of the 
classes for several centuries prior to 1800. 

Now the interesting thing about this toe-out, toe-in 
itém of historical interest is that we had thought that 
walking was a natural, automatic function and that the 
human mind could not be schooled to change the pos- 
ture and gait of the individual. 

So much for this introduction. What we want to talk 
about is the inscription in the fly-leaf of the book as 
follows: “I hold every man a debtor to his profession; 
from the which, as men of course doe seeke to receive 
countenance and profit, so ought they of duty to en- 
deavour themselves, by way of amends, to be a help 
and an ornament thereunto.”—Bacon. 

In a later generation, President Theodore Roosevelt 
said: “Every man owes something to the general wel- 
fare of the business in which he, himself, is engaged.” 


These quotations have a particular significance in 


To Preserve Spirit of Independence, Traditional in Shoes 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 





THE BRIDGE BUILDER 


With acknowledgements to the author—unknown to us. 


An old man traveling a lone highway, 

Came at evening cold and gray 

To a chasm deep an wide, 

Through which there flowed a sullen tide. 

The old man crossed in the twilight dim, 

For the sullen stream held no fear for him, 

He turned when he reached the other side 

And built a bridge to span the tide. 

“Oldman!” cried a fellow -pilgrim near, 

“You waste your strength with your building here; 
Your journey will end with the ending day, 

And you never again will pass this way: 

You have crossed the chasm deep and wide, 

Why build a bridge at eventide? 

And the builder raised his old gray head, 

“Good Friend,” on the path I have come,” he said 
“There followeth after me today 

A youth whose feet will pass this way. 

This stream which has been naught to me 

To that fair-haired boy may a pitfall be; 

He too, must cross in the twilight dim. 

Good friend, I am building this bridge for him.” 





this day and age. May we give a little experience story. 
Not so many years ago, we had occasion to be in a 
large shoemaking city over Sunday and stepped into 
the public library; and naturally turned to the files to 
see what books were carried on the subject of shoes, 
shoemaking, leather, etc. What was our surprise to find 
that there were precisely 26 titles, no more, no less. 

Imagine, if you will, a great shoemaking city and 
such a scant amount of reading matter for the young 
man who might fancy a business life in that field, 

It is true that there were current business papers of 
the shoe and leather industry on the racks in the maga- 
zine room, but of shoes and leather, their principles and 
philosophies and historical background, there was so 
little, and the books were so random in their subjects, 
that the student would find but little mental food in 
appreciation of an article in common use by man from 
the very beginning of history. 

On the following Monday, we visited a venerable 
leader in the industry, whose successful lifetime had 
been devoted to shoes, their manufacture and sale; and 
we had occasion to tell him of our Sunday afternoon’s 
experience. It is somewhat of a delicate matter to say 

[TURN TO PAGE 38, PLEASE] 
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>> There Is a Star Brand 
Shoe to fill every demand 


profitably! 
Uptowns are nationally known 
Star Brand Shoes! To please 
every man, woman and child 
in your community you can get 
just the shoes you need from 
Star Brand Shoemakers. Let 
us show you. Wire, write or 
phone for a representative. 


STAR BRANDS 
pirat! 
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norwegian veal and calfskin, they ‘ ‘take the 
prize” in styling. Fashioned from the finest 
leathers and superbly made of all-leather 
their quality is ‘jtops.”” And for added selling 
points, UPTOWNS with Free Moldsas leaders 
are inp class by themselves. It will pay you to 
feature this fast = line of quality shoes 
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Candid Commentator 


Happy shoe days are here again. Left to 
right, William J. Crawford, convention chair- 
man at the recent get-together of Illinois Shoe 
Retailers and Travelers at Peoria; John A. 
Bush, president of the Brown Shoe Company, 
and J. T. Meek, executive secretary of the 
Illinois Federation of Retail Associations. 


pases 
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The 
Industry Pacer . rs Dr. John Martin Hiss, of 


Pree ij Los Angeles, Calif. (left), 

in te ’ and gd mobel of 

. — : Marshall, Meadows. and 
PICTURES eee Stewart, Inc., Auburn, 
_ N. Y., proportioning a new 

pattern over a fashion last. 
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W. J. Crawford, convention chairman at 
the recent Illinois Shoe Retailers Asso- 
ciation convention, discusses plans for 
next year’s convention, also to be held 
in Peoria, with the new officers of the 
retailers and travelers. 
Standing, left to right, W. J. Crawford, 
C. A. Swanagan, re-elected president of 
the Illinois Shoe Travelers, and Martin 
W. Scherff, re-named treasurer of the 
same group. 
Seated, left to right, are O. B. Boyd, 
re-elected secretary of the travelers, and 
Carl M. Kramp, new president of the 
retailers group. 


The camera caught Joseph J. Stern, 

president of the United States Shoe 

Corp., Cincinnati, Ohio, seemingly por- 

traying a sit-down hitch hiker but in 

reality Mr. Stern is in a jovial Red 
Cross mood. 
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KISTLER “BENCH BRAND” SOLE LEATHER 
MAKES WORK SHOES MORE DESIRABLE 


Workmen want all the service in shoes their money can buy. They 
want to see it coming to them in the most healthful, comfortable and 
economical way. Therein is your best bet for business. When Kistler 
“Bench Brand” Sole Leather is used for outsoles of work shoes, the 
wearer receives the benefits expected. The desirability, dependability 
and wearability of this sole leather is the admiration of those having 
experience with it. 

KISTLER “BENCH BRAND” SOLE LEATHER 
A BALANCED TANNAGE 

will not bake the feet of workmen one day and keep their feet feel- 
ing cold and clammy another day. Our tanning methods preduce 
leather which aids rather than interferes with what the feet of work- 
men must do. While the strong, fibrous substance of the hide is made 
to resist wear, it also has the capacity to ventilate the shoe. The re- 
sult is service, health and comfort to the N’th degree. 





THIS CHART REPRESENTS A 

SIDE OF LEATHER. THE PART 

USED FOF KISTLER “BENCH 

BRAND" SOLES IS ABOUT 13°; 
Y OF THE WHOLE SIDE. 
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MEAYBE I’m getting old, but there’s one thing makes 
me madder’n a hornet—just makes me boil (if a hornet 
could boil, that would be me all over), and that is to 
see how many nice, promising young clerks are de- 
liberately ruining themselves by being everlastingly 
and forever in debt! What with cars, clothes, girls and 
easy credits seems like the hot thing now days is to 
be living on next month’s salary, with a fervent ambi- 
tion to owe everybody in town. 

Now take the case of Sid Fuller—he’s our head man 
now—when he first come with us he was a cracker jack 
salesman, fast, smooth, snappy and how! First thing I 
knew he’d fell in with the wrong crowd and then— 
blooey! 

You see he was a good looking kid and the Dumb 
Doras sure cultivated him proper, and if anybody had 
a set up nights waiting for him they’d a had a long 
set. One thing I'll say for Sid, he never let nobody 
say he was a piker and that’s right where he fell over 
the cliff. Throwing parties, and shooting pool, and 
changing clothes, and asking the dealer for two cards 
all tend to dampen the old B. R. considerable, and 
Sid’s wad was soon dissolved complete. 

Then the isingless mail began to pile up the first of 
the month and the flat foot collectors gathered round 
him like a county convention, but the most of ’em col- 
lected no more’n promises. Sid soon took on that wall- 
eyed Oh-what-a-night look, and his daily sales begun to 
look that same way, too. Anybody could easy savy 
what the trouble was, so I called him into the office 
for a man-to-heart talk. 

“Sid,” says I, “you’re pretty much in debt, ain’t 
you?” 

“Oh, no, Mr. Teeter,” Sid answers, “I do owe a little 
but nothing to worry about.” 

“Gosh hang it all,” I says, “you don’t realize how 
fast your debts are worrying you out of a job. No 
foolin’, if you keep back-slipping at your present rate, 


)’ 
HEELS IN DEBT 
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Maybe A Course In Installment Sales 


Resistance Would Help This Clerk 





in another year you'll be worth less than zero to us 
or anybody else, including yourself. How in Hades 
can you keep your mind on your business of fitting a 
woman in shoes when you know there’s a collector lean- 
ing on the front counter waiting for you to get through 
and explain why you didn’t pay up last week like you 
promised. And lie! Whew! A man in debt soon gets 
to telling more lies than truths, till pretty soon it’s a 
habit. 

“T like you, Sid, and right now you're going to make 
a man of yourself or else a bum. Tell me exactly every- 
thing you owe and no lying either.” 

“That’s my business,” he snaps. 

“We're through then—you’re fired,” I shoot back. 

“But, of course, I don’t mind telling you,” he adds 
much meeker. 

So we put ’em down, ten sixty for laundry, twenty- 
foor dollars to one clothing store and thirty-seven to 
another, sixteen to the dentist and so on down the line 
till we found it totaled one hundred and seventy dol- 
lars. He sure owed everybody but the post office. 

“Good nignt!” says Sid, “I never thought it was that 
much.” 

“Course you didn’t,” I agree, “and here’s the rest of 
the answer. I’ve appointed myself your financial 
guardian; I’ll pacify the collectors some way and keep 
ten dollars a week out of your wages. That way you'll 
be all squared up in—let’s see—about four months. 
Then if I find you owe a single, solitary lousy cent to 
anybody, you’re automatically fired, but on the other 
hand if you’re in the clear and back to your old sell- 
ing form, you'll automatically get a three dollar a 
week raise.” 

“You mean I’ll have to live on ten dollars a week 
less?” 

“Absolutely!” 

“T can’t do it.” 

“You're got to!” 

“I just can’t,” he whimpered. 

“All right, then,” says I, getting up, “you’re fired!” 

“Oh, don’t say that! I'll try my best,” he begged. 
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COPYRIGHT, TUPPER, inc.,1937 
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Two important factors in the Fall market will tend to make these new “Exquisites” by 
Tupper, the most saleable evening slippers in your stock. First: the ankle-length frock 
makes the slipper an integral part of the ensemble. Inexpensive slippers just won't do this 
season. Second: in evening slippers, as in everything else, there has been a marked “Return 
to Quality” ’ ’ * “Exquisites” by Tupper are styled to blend perfectly with every important 
trend you'll see in Fall and Winter formal fashions. Plan now to include them... at 8.75 


to 12.50... as the backbone of your formal-shoe inventory for this Fall and Winter season. 


EUPPERR,. imc. 352 FOURTH AVENUE, NEW YORK GITY 





RIGHT BOWER 
FOR THE 
SHOE BUYER 


How a Good Assistant, Acting as “Eyes and 
Ears” of the Department Head, Can Con- 
tribute Tremendously to the Smooth-Run- 
ning Efficiency of a Retail Organization. 


A GOOD assistant buyer is the right bower of any 
buyer, for in the buyer’s absence, the assistant must 
be boss. Every buyer must have his job organized. 
He is the captain and his assistant is the first lieuten- 
ant in charge of the shock troops of selling. 

Careful selection of men and women for jobs as as- 
sistants, then a right training in our methods and a 
chance to use their own judgment and initiative in 
conformity with good store management are cardinal 
rules in our code. I know, for we have five of the 
best assistants in the country right here. 

These people are trained not only in store duties, 
policies and the like, but they receive an intensive 
never ending fashion study which is designed to make 
each one an authority on this subject. An important 
part of their training is to read all available reliable 
fashion information and to digest it. Like many 
stores, we are getting away from the old department 
store methods of selling of “Here are the shoes, sell 
them as quickly as possible, run up a big book, etc.” 
Many of us believe that we must put the personal 
touch in our dealings with our public and to do this 
we must have intelligent assistants. 

‘An assistant is the eyes and ears of a buyer on the 
floor. He must feel that he is representing the buyer 
at all times and see that the patrons get the best pos- 
sible service. 

The assistant buyer’s duties and functions may be 
analyzed as follows: 


A. RELATIONS TO THE BUYER 


1. To understudy the buyer so as to be in a posi- 
tion to substitute efficiently for him whenever necessary. 

2. To keep the buyer informed of everything which 
may affect the success of the department. 

3. To help plan the purchase of new merchandise. 

4. To inspect sample lines and assist in selection 
whenever the buyer wishes it. 
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Someone said‘a shoe buyer is no 
greater than his assistants, meaning 
that a smart buyer will choose 
smart assistants. So we interviewed 
a buyer of long standing on this 
subject, a man who has several shoe 
departments in a great department 
store under his supervision, and 
asked him to give his conception 
of what constitutes a good assistant 
and to define the duties of the job. 
To Joseph H. Ferguson, shoe buyer 
for The May Co., Los Angeles, a 
buyer whose annual sales read like 
the cost of a PWA project, goes the 
credit for this keen analysis. 





5. To keep informed of merchandise in competing 
departments in other stores in the city, by personal 
visits to those departments, by following up their 
window displays and their advertisements, and by hav- 
ing items of special interest shopped for the informa- 
tion of the buyer by the Comparison Department or by 
salespeople in the department. 

6. To study department plans, six months plans, 
buying plans, stock plans, markdowns and their causes, 
resources, etc. 

7. To maintain close contact with customers, so as 


to be able to keep the buyer informed of all com- 


plaints and wanted merchandise that is not in stock. 
Also to report the best selling styles, colors and ma- 
terials. 

8. To keep informed as to the efficiency of the de- 
partment personnel; this is best accomplished through 
direct contact and cooperation with the training de- 
partment and employment department and from close 
observation on the floor. 


B. RELATION TO STOCK 


The responsibility of the assistant is: 

1. To study and check the stock so as to be able 
to inform the buyer at all times when the stock is 
heavier than it should be, or when reorders are needed. 

2. To delegate definite stock responsibility to each 
salesperson. 

3. To have all soiled: or damaged merchandise taken 
out of stock to have it cleaned, repaired, or recommend 
that it be marked down to a price at which it will sell. 

4. To see that stock is kept complete in price lines, 
styles, sizes, colors and materials, in those lines which 
have been established as running numbers in the de- 
partment. This is accomplished through the stock con- 
trol system, stock lists, piece card records, etc., as 
determined by the buyer. 
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THE WORLD'S 2 BIGGEST DRY DOCKS ARE ABOUT EQUAL IN SIZE 





NO...THERE'S ONE 


IS THIS THE 
BIGGEST 

DRY DOCK IN 

THE WORLD ? 


Oa A 
Am Cot eS 





ecesecetce 


IN ENGLAND 
THAT'S A 
LITTLE BIGGER 


KING GEORGE V DRY DOCK 
Southampton, England 
LENGTH 1,200 FT.-WIDTH 135 FT. 











COMMONWEALTH DRY DOCK 
Boston, Mass. 
LENGTH 1,200 FT.-<WIDTH 120 FT. 





But the WORLD'S BIGGEST MAGAZINE 
is TWICE the size of the second biggest! 





ANY of the world’s biggest things merit the title 

of “biggest” by only the slenderest of margins. 

But the world’s biggest magazine—The American 

Weekly —has twice as many millions of circulation as 

its nearest competitor. Here’s a margin of superiority 
that speaks for itself! 

With a weekly circulation of 6,000,000, The Ameri- 
can Weekly provides by far the greatest coverage of 
any publication in the world. And this tremendous 
circulation is concentrated in the country’s richest 
buying areas—in the 631 counties where 68% of ail 
families live and where 80% of all retail sales are made. 
In these 631 counties are located all cities of 10,000 or 

more population, in most 
of which The American 
Weekly regularly reaches 
from 1 out of every 5 to 1 
ormoreofevery 2 families. 

What do these facts 
mean to YOU? Just this: 
Manufacturers who ad- 
vertise in The American 


THE 


Greatest 
Circulation 
in the World 





6,000,000 
WEEKLY 
CIRCULATION 


NEAREST 
COMPETITOR 
CIRCULATION 


Weekly give you the support of the most powerful 
single advertising force in the world—an advertising 
force that assures faster turnover and greater profits. 
It’s sound business to stock and feature products ad- 
vertised in this magazine. 


What The American Weekly is 


The American Weekly is the largest magazine in 
the world. It is distributed through the 17 great 
Hearst Sunday newspapers. In 630 of America’s 995 
towns and cities of 10,000 population and over, The 
American Weekly concentrates 67% of its circulation. 


In each of 196 cities, it reaches better than 
one out of every two families 


In 146 more cities, 40 to 50% of the families 
In an additional 124 cities, 30 to 40% 
In another 164 cities, 20 to 30% 


... and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


ERICAN 
EEKLY 


‘The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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Tells West of Association Progress 





convention scheduled to be held in San 
Francisco. 

The California convention was sub- 
sequently called off, due to the hotel 
strike, but the Spokane meeting proved 
one of the most interesting and suc- 
cessful that Mr. Langston ever at- 
tended. Of almost equal interest and 
value, however, with his convention at- 
tendance, were the meetings in various 
cities where Vice-President Langston 
conferred with local retail groups, 
helped in the organization of new local 
associations and carried the message 
of organization and the advantages of 
N.S.R.A. membership to groups of re- 
tail merchants called together for the 
purpose of hearing him. 

The nation-wide N.S.R.A. organiza- 
tion plan announced earlier this year 
has now reached the point where the 
association has an official representa- 
tive in more than 500 towns and cities 
throughout the United States. This 
widespread official staff proved par- 
ticularly valuable to Mr. Langston 
when planning his trip. Both state and 
city chairmen in cities he was sched- 
uied to pass through, took advantage 
of his visit and made arrangements for 
special meetings of their local mer- 
chants in order that they might have 
the privilege of meeting Mr. Langston 
personally and receiving first hand in- 
formation in regard to the association’s 
activities. 

The first city where a stop was made 
was Fargo, N. D., where Jack Johnson 
of The Store Without a Name, city 
chairman for N.S.R.A., had arranged a 
luncheon meeting which was attended 
by practically every retailer in town. 
Following a record convention at Spo- 
kane, Mr. Langston visited Seattle, 
where a luncheon meeting was ar- 
ranged by Morris Cronkhite, of Tur- 
rell’s, state chairman and newly elected 
president of the Pacific Northwest Shoe 
Retailers Association. 

At Portland, a dinner meeting was 
arranged by Will Knight, of the Knight 
Shoe Co., state chairman for Oregon, 
and Henry Waters of Charles F. Berg, 
Inc., city chairman. This meeting was 
attended by retail shoe merchants from 
many of the surrounding towns, and 
in addition to the talk on organization 
and N.S.R.A. services, given by Mr. 
Langston, Miss Helen Cornelius, asso- 
ciate editor and director of fashion 
services of Harper’s Bazaar, who was 
invited to appear as a featured speaker 
before the Spokane convention, was 
also in attendance at the Portland 
meeting and gave a very interesting 
forecast of fashion trends. She also 
answered questions from the floor in 
the open forums that followed these 
meetings. 

After the San Francisco convention 
was cancelled, a meeting of the shoe 
retailers of the city and vicinity was 


[CONTINUED FROM PAGE 20] 





arranged and sponsored by Charles 
Kushins, president of the California 
Shoe Retailers Association; William J. 
Ahern, publisher of Coast Shoe Re- 
porter; Melville Kaufmann of Som- 
mer & Kaufmann and Carol Wills, of 
City of Paris Department Store. Mr. 
Kaufmann and Mr. Wills are directors 
of the National Shoe Retailers Asso- 
ciation. Mr. Langston and Miss Cor- 
nelius were guests of honor and ad- 
dressed the 75 retailers who attended 
the luncheon. Here again Mr. Langs- 
ton discussed the activities of the 
N.S.R.A., its recent progress and plans 
for the future. The San Francisco re- 
tailers, like those of the Northwest, 
responded with enthusiasm to his mes- 
sage. 

In Los Angeles, Clarence Fontius, 
president of the Shoe Division of the 
Downtown Business Men’s Association, 
and Dain Sturges, secretary and gen- 
eral manager of that association, ar- 
ranged a luncheon in Mr. Langston’s 
honor which was largely attended, and 
his reports of the national association’s 
plans and progress were received with 
the keenest interest by those in at- 
tendance. 

One of the most spontaneous wel- 
comes of the entire trip was extended 
to Mr. Langston by the merchants of 
Tucson, Ariz., where he was met at the 
station by a delegation of local mer- 
chants with a Mexican String Band 
and entertained all day, with a dinner 
at the Santa Rita Hotel in the evening. 
The attendance at this affair was said 
to be the largest of any similar gather- 
ing in the history of the city. More 
than sixty merchants, representing vir- 
tually all the important retail stores 
in Tucson, turned out, and a perma- 
nent organization of shoe retailers was 
formed. Alex G. Jacome, of the Jacome 
Department Stores, N.S.R.A. state 


chairman for Arizona, perfected the 
arrangements for the day’s program. 
At El Paso, a group of the principal 







shoe merchants met for breakfast and 
had Mr. Langston as their guest on his 
arrival. Wilbur Kranzthor of the 
Guarantee Shoe Co., N.S.R.A. city 
chairman, was in charge of the ar- 
rangements and a permanent local as- 
sociation was formed. 

Officers of the Texas Shoe Retailers 
Association and the Southwestern Shoe 
Travelers gave a luncheon in Mr. 
Langston’s honor at Forth Worth, and 
at this meeting the decision was 
reached to hold the 1938 convention of 
the two associations at the Texas Hotel 
in Forth Worth, Jan. 17, 18, 19. W. A. 
Harris of Washer Bros., city chairman, 
and M. A. Daniels of Stripling’s, made 
the arrangements for the meeting. 

At Dallas, C. M. Selby of Volk Bros., 
head of the local shoe retailers organi- 
zation, arranged an interesting meet- 
ing, and at Little Rock, Ark., James 
Kempner of Ike Kempner & Bros., state 
chairman for the N.S.R.A., brought a 
group of shoe retailers together for 
luncheon. 

At Memphis, Tenn., the last stop, a 
very enthusiastic dinner meeting was 
arranged by Bob Love of Cook & Love, 
and A. B. Thomas, of J. Goldsmith & 
Sons Co., N.S.R.A. state chairman for 
Tennessee. 

Mr. Langston arrived home particu- 
largly pleased because of the oppor- 
tunity this trip had afforded to bring to 
the attention of so many merchants 
the importance of the activities carried 
on by the N.S.R.A. for its members and 
the industry as a whole. He was also 
gratified because of the formation of 
so many local shoe retailers’ associa- 
tions in the cities visited. 





Co-operation the Keynote 
[CONTINUED FROM PAGE 15] 


the name “Best Dressed Man Com- 
mittee.” The curiosity and interest will 
be great. Carry all the list in each ad, 
with space for the name _ suggested 
after each listing, and a place for the 
voter’s name and address. Let the bal- 
lots be deposited in boxes or barrels 
placed in public places. The climax will 
come with a big feature for Men’s Fall 
Shoe Week advertising when all the 
winners are named and pictures, if 
possible. 

Whether you have more or less com- 
mittees will depend upon the extent and 
type of promotion program that is 
planned. It is, however, a good idea 
for the two or three leaders to deter- 
mine the committees that will probably 
be needed and select persons to head 
each committee. In other words have 
the “slate” worked out in advance, even 
to arranging with someone to nominate 
the person selected for each committee. 
Whether the committee chairmen shall 
choose their own helpers is an open 
question. 
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For years, stiff, brutal innersoles 
have been bringing headaches to 
everybody in the shoe business! 
They’re often the cause of the com- 
plaints and returns you getfrom your 
customers. They’re the cause of the 
painful “breaking in” period that 
all manufacturers have been striv- 
ing to eliminate from their shoes. 


But not until the Brown Company 
developed OncO was it possible 
to produce a really flexible, com- 
fortable innersole! OncO is an extra 
resilient material created especially 
for shoes. It is made of Solka, a 
unique, purified cellulose manufac- 
tured and controlled exclusively by 
the Brown Company. 


BROWN 


COM PANY 


Severe tests by boiling, baking and 
ammonia soaking prove that OncO 
Innersoles are unaffected by water, 
heat or perspiration. They posi- 
tively will not curl, crack or harden. 


Specify OncO Innersoles on your 
next shoe order. Only OncO has the 
flexibility that enables you to give 
your customers completely modern 
shoe comfort! 


There’s an OncO Innersole for 
every type of shoe construction. 
Also OncO Counters, OncO Quar- 
terlinings and OncO Socklinings. 


TAE mane Of6 U5 PAT OFF 


THERE 1S AN ONCO INNERSOLE FOR 
EVERY TYPE OF SHOE CONSTRUCTION 


BROWN COMPANY, PORTLAND, MAINE 


“WORLD’S FOREMOST DEVELOPERS OF WOOD 
CELLULOSE AS A PRODUCT BASE MATERIAL” 
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Honesdale Shoe Store Modernized 





Attractive Summer shoe window at Reif’s new store. 


HONESDALE, Pa.—William C. Reif of 
Honesdale, who was associated with his 
father, the late William J. Reif, for ten 
years and nineteen years in the shoe 
business at “The Red Stone Front,” has 
become sole owner of the business. 

On Oct. 1, 1881, W. J. Reif, founder, 
opened a shoe store in the Penniman 
building on Main Street, and conducted 
it so successfully that in 1885 he was 
able to move into more commodious 
quarters in the old Kiple House Build- 
ing. In 1893, the Kiple House burned 
with entire contents of shoes and out of 
the ashes arose the present imposing 
structure, known as “The Red Stone 
Front.” 

To keep in step with the times many 
improvements were made. The high 


running ladders have been removed and 
ceiling high shelves cut down so as to 
be in reach by the arm. New display 
cases, comfortable chairs for fitting 
shoes, linoleum flooring and redecora- 
tion of the interior make the Reif shoe 
display room one of the finest fitting 
parlors in northeastern Pennsylvania. 

Reif’s window displays have always 
attracted favorable comment. By the 
originality and artistry of William C. 
Reif, a number of attractive panels, de- 
picting seasonal scenes, have been 
painted in colors by him, which made 
attractive backgrounds for the display 
of footwear. He has won many prizes 
for his unusual and original window 
settings. 





Interesting Shoe Windows 


[CONTINUED FROM PAGE 19] 


the planning of clearance sale window 
displays which would serve a selling 
purpose and at the same time possess 
elements of originality and interest 
that would help to sell the store and 
its service during sale season. With 
conditions which seem to point to a 
competition in clearance sales this 
month and the early part of next 
month, it becomes all the more impor- 
tant for merchants to give real thought 
to this problem of making sale win- 
dows sufficiently unusual and distinc- 
tive to stand out from the mass and 
attract the favorable attention of 
prospective purchasers. 

Judging from the sale windows that 
we have observed thus far, most shoe 
retailers are impressed with the neces- 
sity of doing a really worthwhile dis- 
play job in connection with this Sum- 
mer’s clearance promotion. 

By Fourth of July week, following 
their usual custom, New York stores 
were knee-deep in mid-Summer clear- 
ances. This, of course, refers to the 
stores whose policy it is to have clear- 
ance sales, including many of the fash- 
ionable footwear shops. up and down 


Fifth Avenue, as well as the popular 
price chain groups. Department stores 
featured seasonal reduced price promo- 
tions on special groups and classes of 
Summer footwear, while many of the 
shoe stores rendering a specialized ser- 
vice, such as the orthopedic shops, went 
serenely on their way with little if any 
sale excitement. 

Generally speaking, early reports of 
the public’s response to clearance an- 
nouncements were very gratifying, due, 
perhaps to the fact that such an attrac- 
tive assortment of merchandise was 
being offered at a time when many peo- 
ple were planning vacations, as well as 
to the excellent promotional job done by 
most of the stores in window displays 
and advertising. With Summer shoe 
stocks fairly heavy and merchants 
keenly bent on reducing them as quickly 
as possible, an unusual amount of ef- 
fort and planning was undoubtedly 
devoted to the task of “selling the sales” 
to the public. 

Windows and ads laid emphasis on 
the style points of the shoes and how 

[TURN TO PAGE 36, PLEASE] 
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Do Your Slipper Shopping 
Early 


[CONTINUED FROM PAGE 17] 


there is a definite place for shoes for 
informal home wear. These may be in 
simple patterns and practical materials 
and colors for morning work, or highly 
styled and in delicate materials and 
colors for afternoon and _ evening 
leisure. 

In the first group classic types with 
simple treatments prevail. D’Orsays, 
mules, scuffs, and some boots are 
shown, chiefly in kidskin, but with some 
satin—plain. or quilted—brocade, and 
suede, and, of course, felt for the soft 
bedroom type of slipper. Colors are 
black, red, blue, wine, green and brown. 

In dressier slippers the influence of the 
latest Fall models in street shoes is 
seen in a variety of treatments of 
D’Orsay, mule and boot patterns. Open 
toes, high molded fronts, and high 
tongues standing away from the foot, 
are the chief types. Other details less 
frequently found show the same in- 
fluence—big eyelets, concealed gores, 
the illusion line, mesh and buttons 
used as trimming, and the continuance 
of square toes. 

Colors, too, have taken their cue from 
more formal footwear. While the deli- 
cate pastel shades—tea-rose, peach, 
French blue, and sea green—continue 
as natural favorites, deeper richer 
tones such as wine and royal blue, have 
become increasingly popular and make 
a harmonious contrast with the leading 
negligee colors. A plaid traveling slip- 
per also suggests the interest in 
brighter colors. A third use of color is 
the multi-color in pastel or bright tones, 
given a new interest this year by its 
application to fur.. Fur, black, white 
and some in colors, continues to have 
importance. 

Several new materials are being 
shown, including a Japanese print and 
ripple velvet. But the volume mate- 
rials are still satin, kid and suede with 
some crepe and brocade, and velvet for 
Christmas. An interesting treatment, 
combining satin and crepe in a tai- 
lored D’Orsay, further reflects the in- 
fluence of more formal Fall shoes. Lace 
woven into satin is a new and effective 
idea and particularly suitable for a 
negligee ensemble. Satin ruffles make 
another very feminine trimming and 
will probably be very popular in all 
price brackets. 

An attractive idea for girls has been 
developed by the manufacturers of 
Dainty Maid Slippers. The five patterns 
shown in the accompanying photograph 
are outstanding types in a large as- 
sortment which take their names and 
inspiration from six young movie stars. 
The patterns are copyrighted. 

So, from Grandmother to little sister, 
and the most practical housewife to the 
most frivolous debutante, the choice is 
wide and good. The designers and 
manufacturers have done an excellent 
job. Now it is up to the retailer to buy, 
and buy early, for a big season ahead. 
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BETWEEN SEASONS, PROMOTE 


New Cr stle Shadow (Kid in 


Beau Slick 


Accented with 


CRISP WHITE KID 


AUGUST and September may 
be Autumn by the calendar, but 
they are Summer by the ther- 
mometer in most of these United 
States. Promote then, Shadow 
Kid shoes in black, femininized with 


white, patterned in the baroque 


of Victoria and Jane Eyre. 
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SAY... 
MODERN 


RETAILERS 


Right Bower for the Shoe Buyer 


[CONTINUED FROM PAGE 28] 


5. To see that the stock is well kept, 
have clean, legible tickets, uniform in 
attachment, and that hanging gar- 
ments face the same way, that the 
merchandise is so arranged as to be 
most accessible for selling. 

6. To see that all necessary pressure, 
not necessarily a markdown, is brought 
to bear on slow-moving merchandise, 
working with the head of stock on this. 

7.'To see that all forms for goods 
out of department on display whether 
for Window Artist, Advertising Com- 
parison or Interior Display, are prop- 
erly made out before merchandise is 
released. 


C. RELATION TO SALESPEOPLE 


The responsibility of an assistant is: 

1. To give to the salespeople all pos- 
sible information about market condi- 
tions, styles, colors, materials, and 
season’s trends, etc., that will help 
them in their sales. 

2. To show newly arrived merchan- 
dise properly to every salesperson and 
give them its selling points. 

3. To give salespeople every possible 
assistance in completing their sales. 

4. To keep salespeople informed as 
to what merchandise is on order. 

5. To teach care .and location of 


stock; use of want slips; familiarize 
salespeople with advertised and dis- 
played merchandise. 


D. RELATION TO RECEIVING 
AND MARKING ROOM 

The responsibility of the assistant is: 

1. To be sure that the merchandise 
is the same quality as bought; in case 
of lack of knowledge as to what was 
bought, the merchandise must be called 
to the attention of buyer. 

2. To inspect merchandise received 
for size, material, workmanship, color, 
etc. 


8. To see that merchandise gets into 
stock quickly and that invoices are 
checked and cleared promptly. 

4. To keep the Receiving and Mark- 
ing Room informed as to the expected 
arrival of usual quantities of mer- 
chandise due to special sales events, 
etc. 

5. To keep the Receiving and Mark- 
ing Room informed as to the order in 
which merchandise is wanted in the 
department, visit every morning. See 
that received merchandise is covered 
by orders. Scrutinize over shipments. 
Inspect as to size, color, material, etc. 


E. RELATION TO OFFICE 
The responsibility of the assistant is: 








The NEW 
BREASTLOCK 


TRADE - MARK 


HEELS 


make broken and 
ragged heel breastings 
OBSOLETE! 


This source of complaints and 
refunds is definitely eliminated 
for the retailer who insists on 
Breastlock Heels. This revolu- 
tionary improvement in heel 
construction increases the value 
and satisfaction in your shoes 
... costs mo more on most 
types ... can be had by asking 


your manufacturer. 


F. W. MEARS HEEL CO. 


140 Federal St., BOSTON 
Factories at Lawrence, Mass., Conway, N. H., 
Auburn, N. Y., Columbus, O., St. Louis, Mo. 

Affiliated Dominion Heel Co. 
Montreal and Quebec, P. 9. 


SATISFIED 
CUSTOMERS 








1. To see that the clerical work of 
the department is done accurately and 
on time. This refers to the clerical 
routine dealing with: 

(a) Manufacturers’ orders, special 
orders, cancellations, consignments, re- 
turns, correspondence, etc. 

(b) Department transfers, mark- 
downs, markups, resource, files, and 
the required daily, weekly and monthly 
reports, 

(c) Correct marking of department 
numbers or letter on bills, correct 
terms, and correct retail prices on in- 
voices. 

2. To check at regular intervals the 
figures in the stock records department 
to see that they tally with the depart- 
ment figures, so that at stock-taking 
time, there will be as little chance as 
possible of a stock difference. 


F. RELATION TO DEPARTMENT 
DISPLAYS 
The responsibility of the assistant is: 
1. To see that the signs in the de- 
partment are correct in every detail 
and that all forms are neatly and 
properly dressed. 
2. To see that department display 
changes are made as needed. 
8. To have an orderly arrangement 
of tables, chairs, racks, etc. 
G. RELATION TO DISPLAY DE- 
PARTMENT 
The responsibility of the assistant is: 


1. To see that harmonious merchan- 
dise is selected for window display. 


2. To see that the department has on 
display merchandise that is new, that 
is advertised, and that is specially 
priced, and that displays do not stay 
in window too long. 

3. To follow up the department’s 
window display to see that every de- 
tail is correct. 

4. To suggest display ideas to the 
display manager and select suitable 
merchandise. 

5. To help buyer plan attractive and 
unusual window displays—be first to 
show new merchandise. 


H. RELATION TO ADVERTISING 
DEPARTMENT 


The responsibility of the assistant is: 

1. To assist the buyer in supplying 
the right merchandise for advertising 
and be first to advertise new merchan- 
dise. 

2. To correct advertising proofs to 
see that they are accurate and satis- 
factory and that the merchandise ad- 
vertised is not misrepresented. 

3. To see that there is adequate stock 
in the department to supply any rea- 
sonable demand that the advertisement 
might cause. 

4. To be able to give selling points 
of merchandise advertised. 

5. To assist the buyer in planning 
advertising sufficiently in advance so 
as to be the first to advertise new mer- 
chandise. 


[TURN TO PAGE 47, PLEASE] 
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Head Over Heels in 
Debt 


[CONTINUED FROM PAGE 26] 


“At a boy, Sid,” says I, “shake on 
it! Now handcuff your ankles nights 
for a while and hop to it.” 

Well, Mr. Editor, to a paragraph out 
of a short story, the first month was 
pretty rocky riding, learning how to 
say no instead of yes, and getting 
acquainted with the home folks nights. 
However, Sid stuck right to it and first 
thing you know was all pepped up and 

selling rings around the other fellows 
Nhe Ve We adil just like old times. Got his raise and 
— right on laying it away, too. Said 
it felt mighty comfortable to be able to 
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© If you’re hoping to do any mountain-climbing, first walk down the street again and look 
‘ everybody square in the eye once more. 

you have to find the mountain. Then you must be sure Tes a cach be badat eet onto 
you have not only the strength and the will to climb it, himself in time, pretty soon he’d a 
ca left town in a hurry some night or else 

but also the equipment. put his hand in the cash register, and 






in either case made a low down bum 
out a himself. Ain’t it a fact? 







THE J. C. PENNEY CO. 
HAS OPENINGS FOR Scslisiads Has 
A FEW MEN WHO ARE f Windows 

READY TO CLIMB , [CONTINUED FROM PAGE 32] 


they fit into the picture of vacation and 



















@ For a picked group of young men who have the will, the outdoor activities of the Summer 
. . season. Thus the Wise stores featured, 

the strength, and the equipment to climb, the Penney said ede eden feetwenr, “Sor 
Company has mountains to spare. We don’t promise that and Fun Sandals,” comprising a bril- 
. : liantly colored array of open footwear 

these men will get to the top of these mountains. But dak “aaah Gites a Benen & 





Son, in their Fifth Avenue store, em- 
phasized Summer accessories, hand- 
bags, etc., with the shoes that go with 





we do offer them the opportunity. 












© Here is the equipment we consider necessary: actual them: An tuberesting ‘Getail of the 
experience in the retail selling of shoes, wearing apparel, women’s shoe window of this store 
d : d d fronting on Fifth Avenue was a display 
omestics or yard goods. cabinet of “Summer Favorites” in 
which some featured shoe and its co- 
@ The young men we select will be between 22 and 30 ordinated group of accessories was 
years of age; they will have good health, and will lead pesehye encig os ngs ci petal 
lives that will keep them in good health; they will be and on the men’s side special promi- 
sea? ‘ ‘ nence was given to lightweight models 
willing to work hard, with their eyes on future, not for Summer. 
immediate, success; they will be able to get along well The sale windows, in many instances 





very colorful and festive, as for exam- 







with their equals, those above them, and those below ple, the I. Miller store on Fifth Avenue, 
them; they will be willing t ‘ in which white banners and balloons, 

y cere etes, st ee with the word “Sale” painted in bright 
make themselves at home anywhere. red, commanded the attention of the 






passing crowds of shoppers. Practical- 
ly all of the stores that elected to run 









The J. C. Penney Company is famous a clearance sale were doing a super- 
for the opportunity it has always lative job on promotion, and this fact 
given to young men. Our 1500 stores — gr augurs Boe “* far  agte 

or. is concerned, tor e resuits 0 
are all managed by men who started the clearance phase of Summer shoe 
behind the counter in Penney stores. merchandising. 





——_—_—— 






@ If you think you could climb our mountain, send a Garrison in Central West 
letter of application to J. D. Keyes, Room 1702, J. C. Territory 
Penney Co., Inc., 330 West 34th Street, New York City. INDIANAPOLIS, IND.—Charles R. Gar- 






rison is the new representative for Rele- 
Royl-Shoe Co., Pontiac, Ill., in the cen- 
tral west territory. 
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e smog | NATIONAL-ADVERTISING | NEARLY 200 MODELS — A REPUTATION FOR VALUE 
nen, Ge | 
‘els A : © The Douglas line-up for Fall is ready for delivery — ready to give you 
™ TURNOVER and PROFIT. 
am- Nearly 200 authentically styled models. Three grades retailing at $5 or 
less with a complete range of retail prices up to $8 — allowing you a com- 
7 : fortable mark-up. 

e 
ical- Hard-selling advertisements in leading newspapers, and in The Saturday 
— Evening Post, Life, and Esquire, will remind new millions of Douglas ALL- 
fact LEATHER CONSTRUCTION, Douglas QUALITY, Douglas SENSIBLE PRICES. 
New 


; of oe Don’t forget the liberal discounts and the unique Douglas TRANSPORTA- 
TION POLICY — further reasons why Douglas merchandise en your shelves 


means BIGGER PROFITS on your ledgers. Write us for complete information 
about the Fall line. 


~i W. L. DOUGLAS SHOES 


“ 299 Broadway, New York BROCKTON, MASS. Broadway Arcade Bldg., Los Angeles 
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Special 












HOE STORES 


Gives the 3 things store owners want— 
Juxury—long wear—low cost. 


We have experts who study the needs of the shoe 
store owner. It is their business to know what pat- 
terns are most effective—what weaves are most prac- 
tical—and how to do any job at the lowest cost. 


We offer you their services free of charge. 


For years Mohawk has specialized in fine floor- 
coverings for shoe stores—rich, deep-piled carpets 
that deaden every noise and give an air of luxury. 
Mohawk’s new line offers you a variety of patterns 
and colors in every grade—all priced unusually low 
—woven to give long wear and extra service. 

Why not take advantage of the free Mohawk 
Advisory Service. Our experts will gladly help you 
with your problem. Just wire collect to any of the 







Mohawk offices listed below. 


MOHAWK CARPET MILLS 


General Sales Office: 295 Fifth Avenue, New York 


San Francisco Seattle 


























The Editor’s Outlook 


[CONTINUED FROM PAGE 22] 


to a man well along in years that it would be a splendid 
contribution to progress if he would designate in his 
will a fund of a few thousand dollars to give to his city 
the finest library on footwear and feet so that all 
seekers after wisdom, in the future, might come to this 
place for that necessary background of the historical 
background and development of the foot and its 
coverings. 

We said our say. A year or two later, when we read 
in the newspapers of the many bequests to colleges and 
researches that this dear old man had made, we felt 
rather disappointed that nothing had been done directly 
or indirectly to further the progress of the industry of 
which he was so conspicuously “an ornament there- 
unto.” 

So we take the occasion now to put the subject into 
print—hoping that perhaps some one or more shoe 
men might be curious to visit their own local library 
and to see for themselves what mental food the young 
men of the future might have set before them so that 
they too can continue what Devlin, the shoemaker-poet 
said: 

“The Crispin trade, what better trade can be—ancient 
and famous, independent, free.” The traditional inde- 
pendence of shoe men is worth carrying on in current 
books, historical helps to future thinkers. 





Whites Strong in Chicago 
Cuicaco, ILL.—White continues to be the big word 
here despite one of the most unfavorable Junes from 
the point of view of weather and sales appeal in a num- 
ber of years. June has been a rainy month with a 
profusion of cold and dreary days. However, most 
merchants feel that they have not overstocked on white 
and expect a most satisfactory season. 

In the shops playing style heavily, open-toe sandals 
and high-styled numbers continue in big favor although 
sport types run a close second. Two tones, that is black 
and white and brown and white, are increasing in sales, 
and the colors are still holding their own well. Prints 
are about through in most shops with some completely 
sold out and others finding little demand. 

Blue persists as a favorite dark color and several 
shops have done an excellent business on black doe 
skins. In shops featuring sport types and expertly- 
fitted shoes, the perforated, moderated high styles have 
been the biggest seller. Chamois numbers both in slip- 
per type oxfords and straight oxfords have gone espe- 
cially well because they have been featured for wear 
with all colors other than white. 

In the men’s shops a surprisingly good white season 
is reported with a greater tendency on the part of men 
for diversity in their footwear. Brown and white leads 
black and white in the combinations. Beige, blue and 
brown are also good sellers in the sport type oxfords. 


Kansas City Los Angeles 
St. Louis 
1937, Mohawk Carpet Mills, Inc. 
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‘Tanneries in Philadelphia and Gloversville. Branch Offices in New York, Boston, Cincinnati, 
St. Lovis, and Milwaukee. Agencies in London, Paris, Basel, Milan and other Foreign Cities. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
tigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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THIS WEEK IN THE SHOE TRADE 


SATURDAY, JULY 10, 1937 


NATIONAL NEWS 





Shoe Imports Menace Traveling Salesmen 





National Shoe Travelers Association Urges Salesmen to Help 
Fight Duty Reduction on Foreign Shoe Imports 


Boston, Mass.—The National Shoe 
Travelers Association in their fight 
against adverse legislation regarding 
the tariff duty on foreign shoe imports, 
have sent out a letter over the signa- 
ture of Thomas A. Delaney, secretary 
of the association, to all traveling shoe- 
men, acquainting them with the dan- 
ger to their jobs because of increased 
importation of foreign-made shoes, a 
result of a lowered tariff duty, and 
urging them to write their Congress- 
men and Senators and also the Com- 
mittee for Reciprocity Information in 
Washington, protesting a lower tariff. 

Excerpts from the letter are as fol- 
lows: 

“To All Shoe Traveling Salesmen: 

“You no doubt have heard much on 
the importations of shoes from Czecho- 
slovakia, but have given little atten- 
tion to the effect these influxes have 
upon the commercial traveling sales- 
men of our industry and how every 
shoe imported means one less to be 
made by our American shoeworkers. 

“With the increase in the importa- 
tions going into chain stores, depart- 
ment stores, factory-owned and private- 
_ly-owned stores, fewer salesmen will 
be needed. With the enormous increase 
in the importations during the past few 
years, factories which were in no posi- 
-tion to compete in the making of cer- 
‘tain types of shoes were obliged to 
‘let salesmen out. 

“It must be obvious that there is 
great danger to our entire shoe indus- 
“try, including traveling salesmen, be- 
eause of the heavy increases in imports 
“of cemented shoes from Czechoslovakia ; 
‘imports which had jumped 500 per cent 
from 1935 to 1936, from approximately 
- 150,000 pairs to 900,000 and in the first 
four months of this year had already 
“topped the 1,000,000 mark—and re- 
ports have it that it has reached the 
3,000,000 pair mark. 

3 “Shoe manufacturers and salesmen 
ious to the enactment of the Tariff 
w of 1930 are well acquainted with 
‘the fact that importations from Czecho- 





DATES TO REMEMBER 


Boot and Shoe Travelers’ Association 
of New York Annual Summer Out- 
ing and Golf Tournament, Karat- 
sony’s, Glenwood Landing, L. I. 
July 15, 1937 
Pennsylvania Shoe Travelers Associa- 
tion Annual~ Tri-State Shoe Mart, 
William Penn Hotel, Pittsburgh, 
DMRS eae tices ean uate July 18, 19, 20, 1937 
Annual Outing Buffalo Shoe Retailers 
jnaciation, Oriole Park, Buffalo, 
PRM ccc fact necscs > August 11, 1937 
Official Leather Opening, Tanners’ 
Council of America, and A 
Style Conference for Spring, 1938, 
Waldorf-Astoria Hotel, New York 
September 9, 10, 1937 
New York State Shoe Retailers Asso- 
ciation, 19th Annual Convention, 
‘Hotel Ten Eyck, Albany, N. Y. 
Oct. 3, 4, 5, 1937 
Spring Style Opening Shoe Fashion 
Guild of America, Hotel Biltmore, 
New York November 1, 2, 3, 1937 
National Shoe Fair, Hotel Stevens, 
Chicago, Ill Jan. 3, 4, 5, 6, 1938 
Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Ben- 
jamin Franklin Hotel, Philadelphia, 
|. PRY Peee January 16, 17, 18, 19, 1938 
Texas-Oklahoma Retail Shoe Dealers’ 
Association and Southwestern Shoe 
Travelers’ Association Joint Annual 
Convention, Fort Worth, Texas 
January 17, 18, 19, 1938 





slovakia fell off very rapidly after the 
enactment of the 1930 Tariff Law, 
when a duty was placed on shoes; but 
authorities in Washington are not ac- 
quainted with the highly competitive 
conditions existing in our industry and 
the effect on price levels in this coun- 
try through the extensive ‘price ad- 
vertising’ of large retailers who sell 
Czechoslovakia shoes and the advertis- 
ing by these stores. 

“These imported shoes—in direct 
competition with and replacing the Mc- 
Kay shoes—are sold in this country at 

[TURN TO PAGE 42, PLEASE] 


L. A. Shoemen Have 
Fashion Luncheon 


Los ANGELES, CALIF.— Miss Helen 
Cornelius, Director of Fashion Service, 
Harper’s Bazaar, was a guest at a noon 
luncheon of the Los Angeles Retail 
Shoe Association, during her visit to 
this city. Some thirty shoe retailers 
and their store fashion advisors heard 
Miss Cornelius give them an outline of 
how fashions originate and her “A, B, 
C,” of current fashions. Attention was 
directed to the molded silhouette in 
shoes as being the dominant thought 
for Fall. “Color is rampant, with black 
first, navy blue second and the deep 
browns next,” she told her hearers. 

Miss Evelyn Ziniti of the Associated 
Stylists of New York and Miss Helen 
M. Kemp, style editor of the new pub- 
lication California Stylist were also 
guests of the association. 


F. E. Bath Heads 
Graton & Knight 


WORCESTER, MAss.—Frederick E. 
Bath has been elected president of 
Graton & Knight, tanners and makers 
of mechanical leathers, to succeed the 
late Frank L. Willard. 

Mr. Barth was vice-president of the 
company for the past 11 years. 
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Will A. Knight in New Role 


Portland, Ore.—Will A. Knight, well-known figure in the retail shoe trade in 
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the Pacific Northwest, played in a new role recently when he attended the wedding 
of Joseph K. Carson, Jr., mayor of Portland, and gave the bride away. 


Mayor Carson, a popular friend to local and visiting 
as a sales clerk ro Will Knight’s store in this 

The bride, the former Myrtle Cradick, has 
been a resident of Portland since 1925. 


once a shoe man himself, working 


city, while he studied law in 1915. 


shoe men in Portland, was 


Will Knight and Mayor Carson have continued their friendship, started in 1915, 
and each count the other as one of their oldest friends. Because of this Mr. 


Knight was asked to give the bride away. 


In the above photograph, taken while the: happy couple were leaving the 
church, the bride and groom are in the center and Will Knight is at the extreme 


right. 





Shoe Imports Menace 
Traveling Salesmen 
[CONTINUED FROM PAGE 41] 


prices which our manufacturers, pay- 
ing the American scale of wages and 
faced with the larger overhead costs, 
cannot possibly meet, and are rapidly 
capturing the American market. 

“Results of investigations show that 
the foreign manufacturing costs are 
much lower than those of American 
manufacturers. The duty on cemented 
shoes is only 20 per cent and it is rec- 
ommended that the duty on such im- 
ported shoes be increased to the maxi- 
mum rate of 30 per cent ad valorem 
duty. 

“Some members of our association 
may feel they are not affected by the 
importations in question but it is our 
duty to protect those who are. We are 
told that men’s cemented shoes are now 
being shipped into our country, which 
being so would affect another group of 
salesmen and manufacturers. 

“We are cooperating with such asso- 
ciations as the National Boot & Shoe 
Manufacturers’ Association, the Na- 
tional Shoe Retailers Association, New 
England Shoe and Leather Association 
and like organizations in protest 
against present duty and requesting an 
increase to the limit by law. 

“We ask that every member of our 
association as well as all shoe travel- 


ing salesmen write at once or tele- 
graph his Congressmen and Senators, 
also the Chairman of the Committee for 
Reeiprocity-. Information,. .7th and F 
Streets, N. W., Washington, D. C., 
protesting against any reduction in 
duty and the present duty—ask for an 
increase in duty to 30 per cent ad 
valorem because as a salesman your 
means of livelihood are threatened.” 





Opinion Asked on 
Trade Agreement 


WASHINGTON, D. C.—The Senate Fi- 
nance Committee, following up the 
Walsh resolution aimed at raising the 
import duty on cemented shoes, has 
asked the State Department for an 
opinion as to the effect of the move on 
the pending reciprocal trade agreement 
with Czechoslovakia. 

It is understood the committee will 
take no further action on the resolution 
until the State Department’s reply is 
received. Most of the shoes imported 
to this country are from Czechoslovakia. 

The Tariff Commission is now con- 
sidering a request made June 8 by the 
New England Shoe & Leather Associa- 
tion which asked for an investigation of 
production costs of domestic and 
womens and children’s imported ce- 
mented shoes, The outcome of the study 
will determine whether formal investi- 
gation will be started. 

The Walsh resolution seeks an inves- 
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for SCOUT SHOES 
CENTRAL SHOE Co. 


.* @ ST. LOUIS, MO. 





SCOUT SHOES 








tigation covering all cemented shoes 
“made wholly or in part by the process 
of cementing the sole to the upper.” It 
was offered on behalf of the New Eng- 
land Shoe & Leather Association. 

The Tariff Commission has advised 
the Senate Committee that there would 
be “a material saving in time and ex- 
pense” if the Walsh resolution also were 
limited to women’s and children’s ce- 
mented shoes. That type of shoe, the 
Commission reported, is the principal 
type imported in any yreat numbers. 

The Tariff Commission pointed out 
that imports of cemented and related 
shoes are extremely small when com- 
pared with domestic production of sim- 
ilar types. It listed imports of chil- 
dren’s shoes at two-tenths of one per 
cent of domestic production; men’s and 
boys’ shoes, four-tenths of one per cent; 
and women’s and misses’ shoes, slightly 
more than one per ‘cent. 





E.-J. Awarded C.C.C. Shoe 


Contract 


Boston, Mass.—The Endicott John- 
son Corporation of Endicott, N.-Y., has 
been awarded the contract to make ap- 
proximately 173,000 pairs of army-type 
service shoes for the use of the Civilian 
Conservation Corps. Half of these, of 
the kind known as “Special Type B,” 
will cost the government $2.925 a pair. 
The cost of the remainder, which are 
“Special Type E” shoes, will be $2.725 
per pair. These awards were announced 
after the opening of bids on June 28 at 
the office of the commanding officer of 
the Boston Quartermaster Depot. 

At the same time, United States Rub- 
ber Products, Inc., of Naugatuck, Conn., 
was awarded the contract to manufac- 
ture 7500 pairs of arctic-type overshoes 
at a price per pair of $2.26; and the 
Converse Rubber Co., of Malden, Mass., 
was awarded the contract to make 3218 
pairs of hip rubber boots at a price per 
pair of $3.39. 
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Obituaries 


Moses B. Kaven 


BosToN, Mass.—Moses B. Kaven, 
vice-president, consulting engineer and 
a member of the board of directors of 
the United Shoe Machinery Corpora- 
tion, died July 1 at his home in Worces- 
ter, Mass., following a long illness. He 
was 72 years of age. 


MOSES B. KAVEN 


Mr. Kaven was born in Plymouth, 
Mass., Sept. 28, 1864, was educated in 
the public schools of East Bridgewater, 
graduated at the head of his high school 
class in 1881 and then matriculated at 
the Worcester Polytechnic Institute 
from which he graduated four years 
later with the degree of bachelor of 
science. In later years, this institute 
became one of his active interests and 
several years prior to his death he was 
elected a life member of the board of 
trustees. In 1928, the institute con- 
ferred on him the honorary degree of 
doctor of engineering. At various times 
during his business career he was a 
director of 18 different corporations in 
this country and Canada. 

Mr. Kaven began his business life 
with the Atlantic Works in East Bos- 
ton. Later he went with the Simonds 
Rolling Machine Company in Fitchburg 
and was this company’s representative 
in England from 1887 to 1898 in which 
year he returned to the United States 
and became assistant to the mechanical 
engineer of the Lockwood Manufactur- 
ing Company in East Boston. Two 
years later he went as assistant man- 
ager with the Portland Shoe Machinery 
Company, later joining the United Shoe 
Machinery Corporation as superinten- 
dent of the lasting machine department. 
When the big plant of the corporation 
was built in Beverly, Mr. Kaven was 
placed in charge of construction and of 
the consolidation of the several units of 
the company in this factory. He also 
was an active member of the committee 
in charge of the construction of the cor- 
Poration’s present headquarters build- 
ing at 140 Federal Street, this city, the 
first of the so-called set-back buildings 
to be erected here. 


Alert shoe manufacturers are now 


placing their requirements with 


the Richard Young Company for 


White Thruout Genuine Buck for 


the 1938 white season. It will pay 


you to contact the Richard Young 








Company representative nearest 


you to learn the reason why... . 


M. J. Meagher 


FRANKFORT, Ky.—M. J. Meagher, 76, 
who, for over fifty years, has been in 
the retail shoe business on Main Street 
in this city, died suddenly at his home, 
here, recently. 

Mr. Meagher started: his shoe store 
with Ben Marshall, now of the State 
Tax Department, as a partner. After 
Mr. Marshall withdrew from the busi- 
ness, Mr. Meagher continued with 
Thomas Brislan and after Mr. Bris- 
lan’s death, Mr. Meagher’s son, Paul, 
joined in later years. 

Mr. Meagher served on the State 
Board of Equalization for 11 years, 
most of which were as chairman. 

He is survived by his widow and 
four children, two sons and two daugh- 
ters. 


Fred E. Bartlett 


MANCHESTER, N. H.—Fred E. Bart- 
lett, 62, for 45 years a shoe cutter in 
factories in Haverhill, Mass., Derry and 
Manchester, died recently in a hospital 
here. He formerly resided in Haverhill 
and Derry and was a member of the 
Salvation Army. 

He leaves the widow, Mrs. Lilla B. 
Bartlett; one son, one daughter, two 
grandsons, all of Manchester, and two 
brothers. 


n blab naa a - so 
TENS Oz WEEK 
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Stiebel Joins Paramount 


Shoe Co. 


St. Louis, Mo.—John Stiebel, for- 
merly with the Pennant Shoe Company, 
has joined the Style Department of the 
Paramount Shoe Manufacturing Com- 
pany which is under the general super- 
vision of Mr. Morris Kalmon. Prior to 
Mr. Stiebel’s connection with the Pen- 
nant, he was with the Samuels Shoe 
Company, having gone there from the 
Valley Shoe Corporation where he 
worked under Myron Goldman as a shoe 
illustrator. 
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Join Samuel G. Krivit Advertising Agency 


ROBERT S. BUCKBINDER 


Previously advertising manager, Whole- 
sale Division, I. Miller & Sons, Ine. 
































SAMUEL R. FOGEL 
Previously in charge of Advertisers’ 


Service Dept., New York office, Boot 
& Shoe Recorder. 





New Store Brings Fifty 
Per Cent Boost in Business 


(CONTINUED FROM PAGE 21) 


have been compelled to make more sell- 
ing space by ripping out our first floor 
office and placing it on the mezzanine. 
We have ordered more chairs in order 
to accommodate our steadily increasing 
number of customers.” 

Mr. Riggs indicated that if the 
store’s business continues to increase at 
its present rate, all first floor stock will 
be moved to the large basement area. 
He is now planning to move the juve- 
nile department to.the mezzanine floor 
in the near future. The first floor sell- 
ing space at: present ds 98 feet long and 
18 feet wide. The mezzanine floor is 43 
feet wide and 34 feet deep, the store 
being L shaped. A basement extends 
under the entire store and each floor 
has lavatories. An automatic eleva- 
tor is used, connecting the three 
levels. 

The store being located on a corner, 
it has a battery of six window dis- 
plays on the north side, totalling about 
90 feet available for display purposes. 
Two display windows divide the front 
entrance on Main Street. Daylight as 
well as electric lighting is available due 
to transoms located over the north side 
windows. 

The Baynham Shoe Company started 
in business some 12 years ago, being lo- 
cated at that time at Fourth and Lud- 
low Streets. Five years ago, it was 
moved to 44 West Third Street and 
shortly thereafter Mr. Riggs and A. L. 
Butterworth bought the business. It 


was from this location that the store 
was moved to its new home, on which 
there is a ten-year lease, with an option 
to lease for five additional years. 

The new location has more than 
doubled the selling space of its previous 
spot and the selling force has been 
doubled from four to eight clerks, who 
are always on the floor. The store’s 
stock has been substantially increased 
and by next Fall, the company plans to 
handle several additional lines of na- 
tionally-advertised men’s and women’s 
shoes. 

At present, the company. handles 
Florsheim shoes for men and women, 
as well as a complete line under its 
own trade name. In the juvenile de- 
partment, with Joe S. Lovett in charge, 
Edwards, Vitality and Kuhnert are the 
main lines, while this department is 
held to be one of the most complete in 
this city, carrying from the first step 
to big boys’ and girls’ models. 

The store’s prices range from. $5 to 
$10.50 for men’s shoes and from $5 to 
$13.50 for women’s. 

In addition to men’s and women’s 
shoes, the store carries a complete line 
of ladies handbags and both men’s and 
women’s hosiery. The demand for hand- 
bags has been so large that it has been 
necessary to send rush orders to manu- 
facturers for additional stock, Mr. 
Riggs said. 

Another aid to the store’s business 
is the fact that a large automobile 
parking space is available opposite the 
location on First Street. In addition, 
two popular night clubs are close to the 
store, which has to be passed in order 
to reach them. 
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Maine Strike Incurs 
Huge Loss 

AUBURN, ME.—Upward of $1,500,000 
was the estimated cost of the 93-day 
Auburn-Lewiston shoe strike which was 
ended abruptly June 28 by vote of mem- 
bers of the United Shoe Workers of 
America, C.I.O. affiliate. 

That figure covered not only losses of 
wages and orders by employees and em- 
ployers, respectively, but also the costs 
of policing and maintenance of Na- 
tional Guardsmen sent here when blood- 
shed threatened. 

A resolution adopted at the meeting 
said the strike objective had been 
reached in the recent National Labor 
Relations Board order calling for elec- 
tions to determine bargaining agencies 
in 12 plants. 









New Type Beach Shoe 


NEw ORLEANS, La.—There will be no 
more plowing through sand and losing 
ground with every step after the “sand 
skis” designed by a young New Orleans 
socialite, Evelyn Jahncke, come into 
general use. 

The latest in beach wear, the skis 
are flat with slightly turned-up toes. 
The foot is held to the shoe by toe and 
heel straps which, to be very smart, 
should match the shorts or jacket se- 
lected for beach wear by the bather. 





Rugged Leather for 
Winter Wear 


Los ANGELES, CALIF.—Rugged-look- 
ing leather, which is both soft and pli- 
able on the foot, will be the high light 
in men’s shoes for Fall, believes Frank 
J. Crapo, shoe buyer for the Desmond 
stores in this section. There is also 
a strong feeling that cordovan will 
prove an interesting proposition for 
late Fall. Several new active sport 
shoes in moccasin treatments will make 
ao bid for that necessary extra 
sale. 


Opens Third Store 


Battrmore, Mp.—Another unit in the 
chain of shoe shops launched by Louis 
Greenberg, trading as the Cinderella 
Shoe Shoppe, has been opened at 5108 
Park Heights Avenue, in the Pimlico 
business section, making it the third 
shop in the chain. Mr. Greenberg, 
who has been identified with the retail 
shoe business of Baltimore for many 
years, having served as manager of 
two local shops of large out-of-town 
chains before launching into business 
for himself five years ago under the 
name of the Cinderella Shoe Shoppe, 
Yas, after successfully operating in the 
heart of the downtown business section, 
expanded his operations to embrace a 
chain of shoe shops in neighborhood 
business sections. 





Their Increasing Popularity 
MUST BE DESERVED 


Manufacturers — who make them, 
Retailers — who sell them, 


Women — who wear them: 


LITTLEWAY All are enthusiastic in their convictions 
LOCKESTITCH as to the merit of Littleway Lockstitch 
PROCESS Shoes—regular construction or Delmac. 


A background of sound shoemaking 
principles is the outstanding reason for 
their continual increase in sales and 


well deserved public approval. 


And for those who prefer 
DELMAC LOCKSTITCH 


And of course 


with (GAC UNISHANK DELMAC LOCKSTITCH 


PROCESS 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET. BOSTON, MASS. 
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Riding Boots 


America’s Finest 
Riding and Military 
BOOTS 
Write today for our complete Catalog 











Calif. Brown Dealers Hold 
Sales Meeting 


Los ANGELES, CALIF.—A four days’ 
meeting of the Brownbilt shoe dealers 
in California and Nevada christened 
the new sales rooms and offices of the 
Brown Shoe Co. in the Forrester Build- 
ing, this city. The gathering was a 
100 per cent buying meeting. Brown 
Shoe Company factory policies, new 
fashions, and the best ways of merchan- 
dising, were briefly discussed under the 
leadership of G. A. Bergland, Pacific 
Coast representative of the Brown Shoe 
Co. 

It was announced by Mr. Bergland 
that the permanent sales rooms in the 
Commercial Building in San Francisco 
will be maintained and will be in charge 
of Gupton Voght and O. C. Linn. 

All the California Brown sales force 
attended the meeting. They are Nat 
Rerkowitz, Shep Berkowitz, Charles 
Taylor, O. C. Lewis, Ray Smith, W. E. 
Jones, Walter Blatt, T. H. West and 
Guvton Voght. 

The following Brownbilt shoe retail- 
ers attended the meeting: Agnew’s 
Brownbilt Shoe Store, A. W. Agnew, 
Petaluma, Calif.; Barry’s Brownbilt 
Shoe Store, Frank Barry, Palo Alto, 
Calif.; Boden’s Brownbilt Shoe Store, 
A. G. Boden and M. O. Colbert, Ana- 
heim, Calif.; Brownbilt Shoe Store, Al 
Reahm (Mgr.), Marysville, Calif.; 
Browne’s Brownbilt Shoe Store, C. S. 
Browne, Modesto, Calif.; Burn’s Brown- 
bilt Shoe Store, J. E. Burns, El Centro, 
Calif.; Burton’s Brownbilt Shoe Store, 
Marvin Burton, Redding, Calif.; Cas- 
per’s Brownbilt Shoe Store, J. C. 
Casper, Los Angeles, Calif.; Cornett’s 
Brownbilt Shoe Store, Boyd C. Cornett, 
San Jose; Cassidy’s Brownbilt Shoe 
Store, Al Bergthold (Mgr.), Visalia, 
Calif.; Cassidy’s Brownbilt Shoe Store, 
Al Holland (Mgr.),-. Tulare, Calif.; 
Davis’ Brownbilt Shoe Store, W. K. 


Davis, Ukiah, Calif.; F & C 
Brownbilt Shoe Store, Otis Folk, 
Reno, Nevada; Goodban’s Brown- 


bilt Shoe Store, J. Goodban, Upland, 
Calif.: Goodban’s Brownbilt Shoe Store, 
Ed Hilborn (Mgr.), Ontario, Calif.; 
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These superlative little sho ¢ : 
exercise a big influence. 

are Flexible Hard Soles (2-8), the 
sturdiest in’ the famous Mrs. 
Day's Ideal line, and the logical 
type for youngest shoes in juve- 
nile shoe departments. Mothers 
who have bought Ideals bu 

them without resistance. Stoc 

them, as do hundreds of re- 
tailers, and see how they in- 
fluence business! 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 
Manufacturers of aoe 
Sole—Iintermediate 


FLEXIBLE HARD SOLES 














Green-Heyden, Buster Brown Shoe 
Store, Max Heyden, Sacramento, Calif.; 
Greve’s Brownbilt Shoe Store, A. M. 
Greve, San Mateo, Calif.; Hemphill’s 
Brownbilt Shoe Store, Jim Helt, Glen- 
dale, Calif.; Hodgson’s Brownbilt Shoe 
Store, Charles E. Hodgson, Berkeley, 
Calif.; Hodgson’s Brownbilt Shoe Store, 
Neil Southwick (Mgr.), Alameda, 
Calif.; Hornbrook’s Buster Brown Shoe 
Store, R. L. Hornbrook, Eureka, Calif.; 
Jacobson’s Brownbilt Shoe Store, A. J. 
Jacobson, Richmond, Calif.; Jacobson’s 
Brownbilt Shoe Store, Harry Shambart 
(Megr.), Martinez, Calif.; J. B.’s 
Brownbilt Shoe Store, J. Bornstein, 
Alhambra, Calif.; Kain’s Brownbilt 
Shoe Store, Homer Lonon (Mgr.), San 
Pedro, Calif.; Ken’s Brownbilt Shoe 
Store, Ken Bushell, Ventura, Calif.; 
Kollenborn’s Buster Brown Shoe Store, 
Ira Kollenborn, Chico, Calif.; Master- 
son’s Brownbilt Shoe Store, E. Master- 
son, Willows, Calif.; M & S Brownbilt 
Shoe Store, David Marawitz and Maury 
Marawitz, San Rafael, Calif.; Schultz’s 
Brownbilt Shoe Store, R. P. Schultz, 
Riverside, Calif.; Sebastian’s Brownbilt 
Shoe Store, W. E. Sebastian, Santa 
Ana, Calif.; Stark’s Brownbilt Shoe 
Store, R. Matchett, Santa Monica, 
Calif.; Sturgis’ Brownbilt Shoe Store, 
C. B. Sturgis, Monterey, Calif,; Wolff’s 
Brownbilt Shoe Store, Leo Wolff, Santa 
Rosa, Calif. 
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“rock bottom” facts. ... It is N 


almost th 
to his requirements... . 


details. Some of the 39 


Savertising & 
Unusual and 


Merchandising Ideas 
Employer-Employee Ideas 
Ideas That Attracted Christmas 


Ideas to Attract Children 
Cash, 


39 Chapters § 
337 Pages 


$3.00 Fe 


PAID 
Please re- 
mit with 
order 


osiery Ideas 


239 West 39th Street 





Buy THIS Book 


Quick Help for Shoe Retailers 


This is the first and only book of its kind; an en- 
cyelopedia of practicable, workable ideas for the alert 

merchant. Not a ower! in the —all 
T just another shoe 


book, but offers the shoe Badass the best ideas from 
e entire retailing field for instant adaptation 


“2222 RETAILING IDEAS” 

Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all ‘‘meat,” 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 

CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 
Prize, on Rage and Gift Ideas 
Miscellaneous Ideas 


lanagement and Economy Ideas 


‘ake Stores More Pw a 
Ideas for Merchants Who Get Together 


2222 ideas, seven for @ cent; one used 
more than pays for the book 
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comforts the normal 
natural result. Catalog ‘at men's and women's scientific 
patented Nu-Matics se! 


t THAT BUILDS AND 
HOLDS BUSINESS 


snot 


Here is a line that retails at the po oo prices the _ 
mass of men like to pa Nu-Matic S 
are jaye A nailless, correctly recehien the foot, 


for their s 


@ week arch and 


yel repe 
al repeat customers area 
on request. Beware of imitations. 


Nu-Matic Shoes are Union Made 
SALESMEN: CHOICE TERRITORIES OPEN 


e 


Exelusively manufactured by Rohn Nu-Matie Shoe 
Mfg. Company, 512 W. Florida St., Milwaukee, Wis. 








Note the name on the arch- brace, 
visible to your 
therefore, a helpful selling feature. 


customer's eye, 

















Rolie Tha Malic 
CUSHIONED SHOES 





Right Bower for the 
Shoe Buyer 


[CONTINUED FROM PAGE 35] 


I, RELATION TO PROTECTION 
DEPARTMENT 


The responsibility of the assistant is: 

1. To cooperate at all times with 
the Store Protection Department in 
stock protection and theft protection 
plans and policies. 

2. To assure departmental responsi- 
bility for proper protection of merchan- 
dise. 

3. To report immediately any sus- 
picious actions on the part of customers 
or employees. 

4. To investigate possible causes of 
monthly or periodical stock shortages. 

5. To investigate methods used in all 
actual department thefts so as to take 
every possible future precaution 
against recurrence. 

6. To become thoroughly conversant 
with store and department systems and 
to suggest points at which changes may 
be made which will minimize the chance 
of dishonesty on the part of customers 
and employees. 


Desmond Branch Enlarges 


* Los ANGELES, CALIF.—The Desmond 
branch store on Seventh St. is being 





Shoe Man Portrayed on 
Magazine Cover 


Portraying a typical American work- 
man at work, William Vontreau, a 
craftsman of the Nunn-Bush Shoe Com- 
pany of Milwaukee, was pictured on the 
July 1st cover of Forbes Magazine. 

Starting as a shoemaker in Ports- 
mouth, Ohio, in 1887, Mr. Vontreau 
came with Nunn-Bush twenty years 
ago. 

In the cover photograph the work- 
man is performing a operation 
known as “back-lasting,” drawing the 
uppers over the insole to a tautness 
which results in a permanent, snug fit 
around the ankle. 

This series of photographs and char- 
acter sketches of American craftsmen 
at their job on the front covers of 
FORBES MAGAZINE is being extended 
as a means of immortalizing the Amer- 
ican workman. 





enlarged to seven times its present size. 
An entire second floor is being made 
into a women’s sport clothing section. 
A much larger shoe department is 
called for in the plans, according to 
Frank J. Crapo, shoe buyer for all the 
verious Desmond departments. This 
shoe selling section will have some very 
smart touches and many original ideas, 
all worked out with the thought of 


making this one of the most popular 
men’s shoe departments in this section. 
Bostonian, French, Shriner & Urner 
and Embassy lines will continue to be 
featured here. 


Returns to Work 
Following Illness 


DayTON, OHI0—P. J. Myer, veteran 
shoe. dealer, who was confined to his 
home for ten days by an attack of in- 
fluenza, is now able to be back at his 
store, 19 East Fourth Street. Mr. Myer 
regrets the fact he was forced to be 
absent at the last meeting of the Day- 
ton Shoe Retailers Club which was the 
first he has missed in years. 

“Pete” is also giving some thought 
to the possibility of repeating the picnic 
he gave last Summer to all shoe dealers, 
clerks and traveling men at his country 
home. He has not yet decided on the 
date. 


C. E. Cox with 
Freeman Shoe Co. 


Los ANGELES, CALIF.—C. E. Cox is 
now representing the Freeman Shoe 
Co. of Beloit, Wis., in the territory 
from Denver, west. Headquarters are 
at the Hotel Hayward, this city. Mr. 
Cox is very well known to the trade, 
having carried representative lines of 
men’s shoes here for the past 25 years. 
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ie Stock 
Women's $i 
Misses’ $1.65 * 
a = 
Misses’ $1.70 A-B-C 242-8 1i%-2 
eae, 
—— OWENS SHOE Co. 


28 Goodhue St., Salem, Mass. 
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Carton Labels 





19, 47 ere 


LA BELS 


"Che Label makes the Package”, 
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Roy Netter Opens 
Own Store 


INDIANAPOLIS, IND. — Roy Netter, 
Friedman-Shelby Shoe Co., Indiana rep- 
resentative, has opened a “Quality Shoe 
Store” in Warsaw, Ind., specializing in 
Friedman-Shelby footwear. 


























Buffalo Retailers’ Outing 
Date Announced 


BuFFALO, N. Y.—Announcement has 
just been made by Harry J. Deters, 
business manager and general chairman 
of the Stag Outings for the last 11 
years, of this Summer’s party which al- 
ways is the crowning social event for 
members of the Buffalo Shoe Retailers 
Association and their friends. 

The party or outing will be held at 
Oriole Park, on Wednesday, August 11, 
beginning at 11 o’clock in the morning 
and winding up after dark in a blaze 
of exploding fireworks. 

The committees of shoemen in charge 
of the outing are as follows: Prizes, 
John I. Jacobs, president of the associa- 
tion, chairman; sports, George L. Seif- 
ert, chairman, Benamin Etkin, Carl 
Hoffman, Fred Manning, Edward Schel- 
lerman; tickets, Joseph A. Schaetzer, 
chairman, Robert L. Holmes, Michael 
Santercole, Paul Davis, Ben Thome, Ed- 
ward Smith and George Seifert; enter- 
tainment, Clarence Lanich, chairman, 
Herman Meyer, George Cooke, Jack 
Jacobs and Edward Lauck; refresh- 
ments, Oliver LaReau, chairman, W. 
Goldbach and Georgé Lemler. 

A number of new features have been 
planned for this year. There will be 
the usual baseball game between the 
retailers and the travelers. The retail- 
ers have won the last two games, each 
time bringing the bacon home by a gar- 
rison finish. Earle Chamberlin, retailer 
and an umpire in the municipal league, 
will officiate at the contest. Mr. Cham- 
berlin has been a diamond arbiter for 
many years and has played professional 
baseball himself. Quoits, archery and 
ecard games also will be provided. 
Music will be furnished by Don Groth 
and his six-piece orchestra who also will 
provide the singing and some other en- 
tertainment. 

The picnic will be held, rain or shine. 
It will be the twenty-eighth consecutive 
outing held by the association. In addi- 
tion to a large number of traveling shoe- 
men, there will be delegations from 
Rochester, Batavia, Olean, Jamestown, 
Erie, Pa., Warren, Pa., Medina, Cheek- 
towaga, Lancaster, Clarence, Silver 
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Creek, Westfield, Dunkirk, and some 
other towns and villages in western 
New York in attendance. Among the 
state officials who will attend will be 
Harry Chase, secretary of the state as- 
sociation; Harry Phelan, Rochester, 
president of the state association; J. 
Cohn, Albany, vice-president of the 
state association; George Kalb, repre- 
senting the shoe manufacturers of 
Rochester, and many others. 

A large collection of prizes for the 
various events has already been col- 
lected. 


H. G. Clarke in Southwest 
Territory for Forest Park 


St. Louis, Mo.—Roy Harston, gen- 
eral manager of the Forest Park Shoe 
Company, St. Louis, recently appointed 
Harvey G. Clarke to cover Texas, Lou- 
isiana, Arkansas and Oklahoma. Mr. 
Clarke is well known to the trade 
throughout the southwest territory. He 
is thoroughly capable of handling spe- 
cialty business, having in the past been 
associated with such‘concerns as Boyd- 
Welsh Shoe Company and the Pedigo 
Company. His predecessor in this ter- 
ritory was Harvey L. Hunter, whose un- 
timely death on June 6 came as a shock 
to his friends throughout the trade. 
Mr. Clarke has an unusually strong 
following. Therefore, his home office 
is confident that he will make a fine 
showing. 





Langston Greets Former 
Managers 


Los ANGELES, CaLir.—Among the 
many retail shoemen who greeted Lee 
Langston, executive vice-president of 
the N.S.R.A., during the day he spent 
in this city, were four men who worked 
under him when he was general man- 
ager of the Beacon Shoe Stores. All 
these men held managerial positions in 
various cities in the Southwest and 
were given their shoe training by Mr. 
Langston. Now all hold important shoe 
positions in this city. They are R. P. 
White, Earl Britan, Jack Copas and 
Joseph Wallace and came from Hous- 
ton, Dallas, Baton Rouge and Oklahoma 
City, respectively. 





Stendal Store Air-Conditioned 


MINNEAPOLIS, MINN.—Installation of 
a new air-conditioning system at the 
C. M. Stendal Shoe Store, Tenth Street 
and Nicollet Avenue, was completed re- 
cently, affecting all parts of the estab- 
lishment. The new system will keep 
the store 15 degrees cooler than out- 
side temperature, with a minimum of 
75 degrees. It has a special “dry bulb 
unit” with a down-draft which accu- 
rately controls humidity and checks 
dampness. Filtering through oil-spun 
glass, purifies the air and insures an 
even temperature. The store will be 
sound-proofed throughout, later. 
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Trade Literature 


Interesting Summer Issue 


of Dealer Magazine 


Bright, interesting and attractive, 
the current issue of The Enna Jettick 
Retailer, published by Enna _ Jettick 
Shoes, Inc., Auburn, N. Y., contains a 
wealth of information and inspiration 
of interest to retail shoe mexchants. 
Most interesting of all, perhaps, are 
the pictures, which include store in- 
teriors, window displays, a full-page 
group of the Enna Jettick salesmen 
who attended the salesmen’s convention 
at Auburn, April 26-27, suggestions for 
retail ads, news briefs, and, last but 
by no means least, pictures and de- 
scriptions of 20 white Enna Jetticks in 
stock for immediate delivery. 

The issue is a beautiful printing job 
in three colors on heavy coated stock 
with an unusually attractive cover de- 
sign, suggesting the idea of Summer 
travel. Retailers who sell Enna Jet- 
ticks are fortunate in having such a 
helpful dealer magazine, as well as the 
many sales helps supplied by the manu- 
facturer of this well-known line of 
women’s shoes. 





Ullman Returns From Abroad 


New YorK—Fred Ullman, shoe styl- 
ist and designer, with offices in the 
Marbridge Building, has returned from 
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abroad with the latest in milady’s foot- 

wear styles for the coming season. 
Spending some six weeks in England 

and on the Continent, Mr. Ullman 


toured the style centers of England, 


France, Switzerland, Italy and Austria 
on the lookout for outstanding styles in 
feminine footwear. 

Asked about the condition of the shoe 
business abroad, Mr. Ullman said that 
with the exception of England and 
Czechoslovakia, lack of materials has 
considerably slowed shoe production on 
the Continent. Manufacturers are un- 
able to fill their many orders and fac- 
tories are only able to work two or three 
days out of the week. 


Louisville Retailers 
Elect Officers 


LOUISVILLE, Ky.—At a recent meet- 
ing of the Louisville Shoe Merchants 
Association, J. C. Fedler, 3rd, of the 
Boston Shoe Company, was elected 
president; Mr. Fulton of the Florsheim 
Shoe Store, first vice-president, and Mr. 
Milton of the Baker Shoe Company, sec- 
ond vice-president. 

The association inaugurated a new 
ciosing hour for July and August; 9 to 
5 on week days and 9 to 5.30 on Satur- 
days, with a 9 to 5.380 for week days 
and 9 to 8 Saturday schedule for the 
chain stores. ~ 


There IS a Difference 


In Sole Leathers... just as there is... In Tennis Rackets 


Just as a well strung and perfectly balanced racket responds to the arm-action 
and stroke of the player, so must shoes perform to the foot-action and stride of the 
wearer. For this good sole leather is essential. The scientific tanning of U.S. Leather 
provides soles which assure your customers of all the foot comfort which results 


from perfect performance. 


The UNITED STATES LEATHER COMPANY 


27 Spruce Street, New York, N. Y. 
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New Weinbrenner Plant 
Dedicated 


ANTIGO, Wi1s.—Formal dedication of 
the new $110,000 Albert H. Weinbren- 
ner Co. plant here took place June 27 
when W. G. Hanson, vice-president and 
general manager of the shoe manufac- 
turing firm, accepted the keys to the 
building from the Antigo Industrial 
Foundation. Operations are expected 
to get underway in the new three-story 
plant within the next six weeks. The 
Weinbrenner company is employing ap- 
proximately 400 at its Marshfield plant 
and several hundred at Merrill, where 
production first got underway this 
Spring. 


Charles F. Doyle 


Boston, Mass.—Charles F. Doyle, 
findings buyer for the Doyle Shoe Com- 
pany of Brockton, Mass., died in a 
Boston hospital on July 1, following an 
operation for appendicitis. He was only 
88 years of age. 

He is survived by the widow, four 
sisters and two brothers, A. F. Doyle, 
president of the Family Shoe Manu- 
factory, and William E. Doyle, trea- 
surer of the same company. 
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LEATHERPLUS 
Specify this patented, 
scientifically treated 
leather, and give your 
customers the best outer sole 
value they've ever had. 
VAN TASSEL LEATHER CO. 


NORWICH, CONN. 
Makers of the famous VAN TAN innersole 
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Bowling Shoes 











PROFESSIONAL 
BOWLING SHOES 





uckskin Sole 

Rubber Heel 
BROOKS SHOE MFG. CO. 

Swanson & Ritner Sts., Philadelphia 











L. G. Cobler Vacations 
in Texas 


INDIANAPOLIS, IND.—L. G. Cobler and 
wife have gone to Texas for a month’s 
vacation. Mr. Cobler is one of the old- 
est employees in the Marott Shoe Store, 
having served in various capacities dur- 
ing his forty years, beginning as a stock 
boy. He has decided to take a month’s 
vacation the first real vacation he has 
ever had. Before returning to Indian- 
apolis he and his wife will tour the 
Southwest and northern Mexico. 
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The moving of this attractive women’s shoe department in the Lane Bryant store in 
Baltimore to a more advantageous spot on the main floor has proven the wisdom of 


BALTIMORE, Mp.—Change of location, 
both of the store itself and of the 
shoe departments housed therein, plus 
modernization of the shoe departments 
as well as of the store, together with 
enlarging the scope of shoe activities 
in conformity with the enlargement of 
the departments, has made it posgible 
for the Baltimore branch of the Lane 
Bryant organization to register a sub- 
stantial gain in its shoe volume. The 
remodeling was completed a few 
months ago and during those several 
months, not only has the store in- 
creased its footwear sales to regular 
customers but it has added many more 
which have helped to swell the total 
shoe volume to substantial proportions. 
As in its other shops in other cities, 
so in Baltimore, Lane Bryant caters 
tu large women who seek comfort in 
their footwear, plus style, just as they 
do in their apparel. Sizes and fits 
which the larger women have difficulty 
in purchasing in the “regular” shoe 
shops, are readily made in the Adapto 
shoe shop of Lane Bryant because the 
store makes a specialty of fitting 
larger women in their footwear. All 
sizes, and widths are available for the 
“hard-to-fit” women. 

Lane Bryant first opened operations 
in Baltimore a little over a decade ago 
at 345 N. Charles Street. A shoe shop 
was opened at the outset, being located 
in the downstairs of the store. It was 
placed in charge of Sidney Roseman, 
who still presides over it. From a 
small volume the first year the shoe 
business grew steadily until in recent 
years it was found inadequate for the 
volume. This was solved when the 
store, last Fall, was moved to new 
and much larger quarters at Charles 
and Clay Streets. Here the Adapto 
shoe shop was placed in the rear of 
the main floor where it occupies more 
than four times its former space. It 


the move through the added sales volume experienced by the department. 








is a beautiful, modern shop, well ap- 
pointed, and done in a harmonizing 
color scheme in keeping with the rest 
of the store. Comfortable chairs for 
customers accentuate the color scheme 
of the department itself. 

All stock is hidden from view, a 
feature that was not had in the former 
location. Circular display walls at the 
entrance of the shoe shop make it pos- 
sible to feature the newest and latest 
in footwear. Indirect lighting gives 
the shoe shop a soft tone and elimi- 
nates that harshness of glaring, direct 
lights that is so annoying to customers. 

A feature of this Lane Bryant shoe 
shop not found in any other shoe 
shop of Baltimore, is a footwear ser- 
vice room where necessary foot treat- 
ments are available for footwear cus- 
tomers. A registered podiatrist is al- 
ways in attendance to see that all shoe 
customers receive the foot comfort 
from their footwear that makes wear- 
ing of shoes a pleasure rather than a 
burden. ; 

Only fitting experts are employed in 
this shoe shop; men who know foot- 
wear together with the ills of ill-fitting 
shoes and the necessity of fitting cus- 
tomers that will provide maximum 
comfort. These men know their busi- 
ness from their many years experience 
in footwear merchandising. 

In addition to the shoe shop on the 
main floor, the local Lane Bryant store 
also operates another shoe shop on the 
third floor where another type of foot- 
wear is featured, designed also along 
the comfort giving idea. 

An added feature to this Adapto 
shoe shop is its location in the store, 
being at the rear or rather adjoining 
the accessory shop, and right at the 
foot, so to speak, of the stairs and 
elevator which lead to the apparel 
shops on the upper floors. 
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Our latest development — Diamond Brand Fast 


Color Eyelets with Aluminum barrels — are now 
available to shoe manufacturers in a wide selec- 
tion of standard colors and sizes. 


These new eyelets merit the consideration of 
manufacturer and retailer alike. 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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THE TICKET 


LUNGDY £67 a0 a0D) 
Ore 


A simple, effective design 
in shades of gold and red- 
dish brown on a buff wood- 
grain background. 








FALL SHOWING 
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CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 


SELL THEM 







DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 







14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 













WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.0.D. PREFERRED 


MERCHANDISING AIDS 


Pouy Cup 


for Price Tickets 













Polly Clips 
for Price Tickets — Adjustable 
—Tilt at any angle. 
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Recorder Stock Record it fF 
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- for shoe cartons. Cyclone clips 
Natural View : included: essaesse 
Ee ae $1.25 
SHOE HOLDER Gee: ane $2.25 










Reser 
Natural View Shoe Holder Qn 
To display shoes as the wearer 

Péiee........... 





will actually see them on his 
feet: 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. - : 

12 dozen (printed or blank). . 

6 o o o 























(Cross out 


Combination of one gross Polly 
Clips and one gross Arrows, only 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


CARD 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
‘‘each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


SHOW 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. - 
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STORE NAME 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


For 
for 








SERVICE | MONTHLY TICKETS 
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Ne. | $5.00 100 








additional 


per month. 
each month’s service deliv- 


Ne. 2 4.00 100 





+.» per year, payable 


$ 
card holders. 


month 


Ne. 3 60 





from forelgn subscribers 


must be drawn on U. S. 
banks. or include exchange. 


If for any unforeseen reason 
we wish to discontinue ser- 


vice before expiration of or- 
der, we agree to pay $1.00 


For this service we will pay 
cash in advance, full year’s 
service, 5% discount. Checks 
ered, and agree to return the 
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MERCHANTS SERVICE DEPA 
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INCREASED BUSINESS eens 


/Miacl (or port Wow! 209 S:STATE ST: CHICAGO-ILL 
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++, Consisting of 
. card holders (with 


the first month’s service), 
. IMPRINTED 


TICKETS, at 35¢ per fifty, 





additional. 





Recorder “Selling Mes- 
sages,”’ beginning with JULY, 
continuing monthly for one 


beard. “X”: Shell pink 
green board. Design in 
lavender and green. 


Please enter our order for 
year, for Card Service 
blank tickets each month, 


the 





Size: 1'/2” x 23%”—Prices on opposite page. 
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POSITION WANTED 


WANTED TO PURCHASE 


1937 








For nationally known lise < of Jeveatie foot- 
wear with considerable business 
in Ohio and adjoining wae Write in 
full age, experience, references, etc. Our 
salesmen know of this advertisement. 
Address F-405, Care 
BOOT & SHOE RECORDER 
209 S$. State Street, Chicago, Ill. 











SALESMAN — Georgia, Florida — in-stock 
Misses’ and Children’s novelty McKays and 
Stitch- downs; Ladies’ sports and corrective; 
popular prices. May be carried as side line. 


Address F-411, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





SALESMEN to handle complete line of shoe 

ornaments on a straight commission basis. 
Address F-416, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





SALESMEN wanted — Wisconsin, Indiana, 
Michigan, and Iowa—strong line novelties— 
sport oxfords, all grades of arch supports and 
men’s slippers. Stocked in Chicago. Give all 
information first letter. Address F-417, care of 
Boot & Shoe Recorder, 209 So. State Street, 
Chicago, II. 





ESTABLISHED Midwestern manufacturing 
concern making complete line of Men’s kip, 
calf and kid welt styles, also Men’s and 
Women’s riding and hiking boots, has openings 
for experienced salesmen with established trade 
in the following territories: North Carolina, 
South Carolina, Virginia, West Virginia, eastern 
Pennsylvania, Texas, Oklahoma, Indiana, Mis- 
souri, Iowa, and Chicago and suburbs. Ad- 
dress F-413, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR SALE 


For SALE: Shoe store, Jacksonville, Florida, 
account other business interests; for sale rea- 
sonably; has good lease; will make good living. 
Address F-407, care Boot & 7 — 239 
West 39th Street, New York, N 








FOR RENT 


SHOE department for rent in leading estab- 

lished ready to wear shop now being ex- 
panded. 100% location. Only reputable con- 
cern considered. S)imer’s, St. Petersburg, Fla. 








in modern popular price 

~ ladies’ store. 100% location. Good Iowa 
city. Proven profit maker. Address F-414, care 
Boot & Shoe Recorder, 209 So. State St., Chi- 
cago, Til. 


DEPARTMENT 


SALESMAN, Manager, or Buyer’s position in 
popular Price family, ladies’ or men’s shoe 
store; 15 years’ retail experience; highly skill- 
ful in merchandising; will go anywhere; good 
reason for changing position. 32 years old; 
married. Address F-415, care Boot & ghee Re- 
corder, 239 West 39th Sireet, New York, N 


NEED a Salesman, Buyer, Window Dresser in 
your men’s Shoe Department? I have had 
many years’ experience in above departments, 
owned and managed own store; know the shoe 
business well; open for any proposition. Ad- 
dress F-409, care Boot & Shoe Recorder,’ 239 
West 39th Street, New York, ¥. 











EXPERIENCED shoeman, qualified as man- 
ager, supervisor and personnel manager; 14 
years’ experience; now employed. Address 
F-412, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. 








G. L. Tovey Employees 
Hold Outing 


INDIANAPOLIS, IND.—Managers and 
clerks of the George L. Tovey Shoe 
Stores, in Bedford, Shelbyville, Colum- 
bus, Greensburg and Indianapolis, were 
entertained by George L. Tovey in per- 
son at an outing at Shaeffer Lake, In- 
diana. Special reservations were made 
for the three-day outing from July 3 to 
5 inclusive, at White’s Point Hotel, lo- 
cated on the lake. 





Intraco Ltd. Increase 
Capitalization 

. LONDON, ENGLAND—Intraco Limited, 
8-9 Chiswell Street, here, large import- 
ers of American shoes in this country, 
have increased their share capital of 
the company from one thousand to ten 


thousand pounds. 





Adds Men’s Line 
Two Rivers, Wis.—Peter P. Ott has 


opened a men’s clothing store at 1619 
Washington St. with a complete line of 
men’s shoes. Mr. Otto formerly oper- 
ated the Two Rivers Mercantile Co. 
until 1931 when he left the city to 
engage in the retail business in Apple- 
ton and Green Bay. 








SHOE store wanted—city, country. Write full 

details. Will consider cash pro pposition. Ad- 
dress F-408, care Boot & Shoe _———. 239 
West 39th Street, New York, 








WANTED: A second-hand X-ray machine in 
good condition suitable for shoe department. 
State price and where it can be seen. Address 
F-410, care Boot & Shoe Recorder, 140 Federal 
St., Boston, Mass. 





WANTED TO PURCHASE 

















Buyers of Surplus Stocks 
Pa ee Ly ay ag of shoes 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
- 106 Duane St. New York 
Phone WOrth 2-5377 and 5378 











SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-580, 518! 








WE BUY 
Entire or Surplus Wholesale ant ® Betait 
Stocks. Also randed Shoes 
Walk-Over, Florsheim, Eana-Setiex, Vital 
ity, Arch Preserver, Queen 
tonians, Stetson, Red’ Cross, Nunn bag 
IRVIN RUBIN 
“The House of Jobs” 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 

















New Orleans Shoe Men 
Hold Outing 


New Orteans, La.—Member of the 
New Orleans Retail and Wholesale 
Shoe Men’s Association held their 24th 
annual outing on June 22 at the Happy 
Landing Club, opposite Shushan air- 
port. 

Albert A. Ravain was general chair- 
man of the event, assisted by R. W. Vin- 
ton and T. J. Duhon. 











mum charge, 
When a 
eddeens : should be counted. 





The rate for “Position and Lines Wanted” ad 


CLASSIFIED ADVERTISING RATES 


is 4 cents per word for all undisplayed advertisements. Mini- 


5 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
In all other cases each word of the 





box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
{<= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gf 
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MERCHANTS’ NEEDS 








INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 


Roller type device 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-ft- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. fullness 
or wrinkles in 


$12.50 fabric are easily 


Curved type fren without harm. 
Send your order or write for detail information. 


Special combination offer $25.00 (fluids In- 
Soded in above prices) f.o.b. Indianapolis, 


Indiana. 


E. C. SMELTZER CO. 
121 B. Sist Street, Indianapolis, Ind. 


PAT. HO. 1990149 


leather or 
shrunk 














Shortage of Shoe Clerks 
In Dayton 


DAYTON, OHIO—An acute on of 
good shoe salesmen is being experienced 
in this city, and with the general in- 
crease-in. business here,.many shoe re- 
tailers are having difficulty in obtaining 
satisfactory clerks. The reason given 
for the local shortage is that Dayton 
industries have taken many of the bet- 
ter type of salesmen, offering higher 
compensation. 

One shoe dealer reports an incident 
of a former shoe clerk, considered by 
him to be a topnotcher, who is now 
working in a local industry. at a much 
higher salary. The man comes in on 
Saturdays, however, to help out. 


Commencement Period 


Boosts Shoe Sales 


SEATTLE, WASH.—Extensive gradua- 
tion business and dances for the com- 
Mencement period have carried graphs 
upwards in a number of the leading 
feminine footwear stores and depart- 
ments of this city this week. Prominent- 
ly featuring footwear for “Graduation 
—then on to the dance” was Frederick | 
& Nelson, with wax models displaying 
sandals and gold and silver slippers for 
these occasions. For the high school and 
collegiate misses many pairs of foot- 
Wear were shown for the graduation 
@xercises end social affairs surround- 
ing the end of school days and debuts 
oo the “world.” 


10, 1937 
Chicago Shoe Men Pledge 
“Truth-in-Advertising”’ 


CuicaGo, ILt.—Thirty four shoe re- 
tailers in Chicago have pledged cooper- 


ation with the Chicago Better Business 


Bureau in that organization’s effort to 
eliminate unfair practices in advertis- 
ing of branded shoes and misleading 
leather trade names, it was recently 
announced. 

The bureau recently advised shoe re- 
tailers that shoes made of calf-skin or 
cowhide and having the appearance of 
buckskin may be described by such 
terms as “buck-finished calfskin,” 
“buck-finished cowhide,” ‘“nu-buck”’ 
(cowhide), “china-buck” (calf), and 
“buck calf.” They may not be referred 
to merely as “buck” or “buckskin” or 
“nu-buck,” the bureau advises. 

The retailers have also agreed to 
this provision set up by the organiza- 
tion—“When a well known brand of 
shoes is advertised, the lot shall consist 
of the shoes named. If other shoes are 
included the copy should be qualified 
conspicuously with such words as ‘And 


. other Brands’ and the lot should con- 


tain at least 50 per cent of that brand 
or the brands named.” 

Company which signified acceptances 
of these suggestions are Bata, A. Starr 
Best, The Blue Store, Chicago Theat- 
rical Shoe Company, J. R. De Witt, Inc., 
W. L. Douglas, The Fair Store, Father 
and Son Stores, Marshall Field and 
Company, Alex G. Frost, W. T. Grant 
and Company, Hanan and Son, J. F. 
Hoeffel and Son, L. Klein, Lambert’sn 
Shoes, Martin Larson and Son, The 
Leader Store, Logan Department Store, 
Henry C. Lytton and Sons, Marshall’s 
Shoe Store, Nunn Bush Shoe Co., 
Nurse Shoe Company, People’s Store, 
Maurice L. Rothschild, Sak’s Fifth Ave- 
nue, Dr. Scholl’s Foot Comfort Shop, 
Sears Roebuck and Company, Charles 
A. Stevens, Truly Warner Stores, Mont- 
gomery Ward, The Westminster Shoe 
Store, Inc., and Wieboldt Stores, Inc. 

Since there have been few violations 
of these provisions it.is believed that 
many other retailers are abiding by 
them although they have not notified the 
Bureau. Officials of the Bureau state 
that universal support by shoe retailers 
of these suggestions will eliminate 
much of the confusion heretofore exis- 
tent in advertising of shoes constructed 
to resemble buckskin and will likewise 
prevent the unwarranted and promis- 
cous use of national branded shoes. 

The bureau also states that recently 
advertisers have offered shoes described 
as being made of “elk” “elkskin” “gen- 
uine elk,” etc. The leather commonly 
referred to as “elk,” representatives re- 
port, is a cattle hide leather of a spe- 
cia] tannage and finish and obviously 
therefore, the term elk without the 
proper qualification, is misleading and 
should not be used. Future users of 
such terms when referring to hides 
other than elk, will be asked by the 
Bureau to publish corrections of the er- 
ror. 
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MERCHANTS’ NEEDS 





Correct Fitting Is Important 
@ It provides foot comfort which leads to 
repeat sales. Dunde Re- ‘Shapi ng De- 
vices help you make the necessary 
fitting sdjusimen nts. rite for prices 
and your copy of our descriptive catalog. 
DUNDE SHOE RE- SHAPING DEVICES, INC. 
Republic Bidg., 209 S. State St., Chicago, II. 
Hughston & Rennie, 37. "39 Bulwer 8t. » 
Toronto, Canada 





DUNDE’ Shoe Re-Shaping Device 








Atterback New Hanover 
Manager 


INDIANAPOLIS, IND.—F. C. Atterback, 
has succeeded Carl A. Parr, as manager 
of the Hanover Shoe Store, 14 East 
Washington St. Mr. Atterback was 
formerly manager of the Hanover Store 
at 33 South Illinois St. He is succeeded 
by Bob Canatsy, former employee at the 
south Illinois Street store. 


Merchants Draw Up 
Truth-in-Advertising Code 


JACKSONVILLE, FLA—A truth-in-ad- 
vertising code recently drawn up by the 
merchants’ division of the Jacksonville 
Chamber of Commerce outlaws (a) 
misleading statements, insinuations and 
illustrations that give the impression of 
value or service not inherent in the 
product; (b) comparative prices that 
are exaggerated or misleading; (c) 
predatory price cutting and the use of 
“bait” to mislead the public; (d) 
claims of general under-selling not 
capable of proof and untrue in their 
impressions and (e) unfair attacks, 
actual or implied, upon competitors or 
competing products, 


Named Kinney 
Divisional Manager 

Fonp pu Lac, Wis.—Ray Kobow, 
manager of the G. R. Kinney Co., Inc., 
shoe store here, has been promoted to 
manager of the western divisional 
merchandise department for the firm 
with offices in Fond du Lac. In his 
new capacity, Mr. Kobow has charge 
of 110 Kinney stores in 14 states and 
9 districts. 
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Wise Employees Hold Outing 


New YorK—The annual Summer 
outing of the Wise Employees’ Asso- 
ciation of the. Wise Shoe Company was 
held at Lake Hopatcong, N. J., on 
June 27. 

A most enjoyable time was had by 
the large number of employees present 
with tennis, handball, swimming and 
baseball being some of the sports avail- 
able for those who cared to indulge. 
The sport feature of the day was a 
baseball game between Division I and 
Division II which was won by the for- 
mer by a score of 5 to 3. 

Members of the outing committee 
were I. J. Blacker, personnel director; 
Al Stockman, manager of the 34th 
Street store; Ben Brody, assistant 
comptroller, B. P. Polakoff, merchan- 
dise department; Al Lee, assistant buy- 
er, and Arthur Leavitt, assistant ho- 
siery buyer. 


Retail Sales Up in Buffalo 


BuFFALO, N. Y.—There has been a 
decided pick-up in shoe sales in this city 
during recent weeks, particularly men’s 
and women’s white sport shoes, but with 
the general list showing a great im- 
provement in volume over a year ago 
at this time. The greater volume is 
distributed quite generally among the 
smaller retail shops as well as the large 
stores and shoe sections of department 
stores. 

While there have been some strikes 
in the city, the number has been small 
in comparison with other industrial 
centers with the result that there is 
more money for spending. Figures 
published by the Chamber of Commerce 
show that the average weekly wage is 
up about $2.50 from last year which 
may account for the greater spending 
power, at least in part. 


W. C. Ellis New Hoyt 
Shoe Manager 


WASHINGTON, N. C.— William C. 
Ellis, formerly with Bowers Bros. Com- 
pany for twenty-five years, is now man- 
aging the new shoe department at the 


J. K. Hoyt Devertags Store. 
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A Buying Guidy 


BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, Pa... 0.2.00 ee cee ce aee eee. 50 
CENTRAL SHOE CO., St. Louis, Mo........................ eee EE Nes 42 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass....... 2.0.00... 000 cece cee eees 4% 
DOUGLAS, W. L., SHOE CO., Brockton, Mass................ ee Stee. 37 
ENDICOTT-JOHNSON CORP., Endicott, N. Y..000 200. o oc ejcee cece eee c veces dy 5 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo.................. NEEL Fs WD 10 
GREEN. SHOE MFG. CO., Boston, Mass................9....2i9e,...........Baek Cover 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass.......°.% 000000. 0.. see. 46 
NUNN, BUSH SHOE CO., Milwaukee, Wis..................................3rd Cover 
O'DONNELL SHOE CO., Humboldt, Tenn... ccc ce cece cc eceee. 4 
eve re ae eaters. lees en Oe NO bi ere ete 48 
PETERS, BRANCH OF INT. SHOE CO., St. Louis, Mo..........00 0002 cee cee ce ee eee 8 
ROBERTS, JOHNSON & RAND, St. Louis, Mo..... 2.000000. 0c cece ce cece cece eee 23 
ROHN SHOE MFG. CO., Milwaukee, Wis... 20... elec cece cece cee ccecveuceee 47 
SAVORS Bi Ah ec radars Me. ics ik eke as es ES. 50 
TUPPER, ING. New York Cltyiii cis... cece ek bee Seek Sh Span «vac. 7... 27 
UNITED STATES RUBBER PRODUCTS CO., INC., New York City............Front Cover 


VITALITY SHOE COMPANY, St. Louis, Mo... 2.2.0... 065d eee eee aee ! 


LEATHER AND OTHER MATERIALS 


ALLIED KID COMPANY, New York and Boston... 2.0... ee eee 33 
BROWN GOMPANY, Portland, We... 02... ee Beatie. 31 
COLONIAL TANNING CO., Boston, Mass............0 0c c cece ccc c eee eeeeetesues 2 
ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., Boston, Mass......... 42 
HUBSCHMAN, E., & SONS, Philadelphia, Pa...........0... 0.0. ce cece eee eee 2nd Cover 
KISTLER LEATHER CO. Boston: Massie. ool ib hn es sg iw ce cee 25 
LEVOR, G., & CO., INC., New York City...............02..4. See Fo a re pe 6,7 
RICHARD YOUNG CO., New York City.........0.0.00 00000 b ccc cece eee ee ee 43 
SURPASS LEATHER CO., Philadelphia, Pa....... 0.0.66 cece cee eens 39 
UNITED STATES LEATHER CO., New York City................02 ccc ee cece eee 49 


VAN TASSEL LEATHER CO., Norwich, Conn... 2.0.56. 6 0 cen eens 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


LITTLEWAY PROCESS CO., Boston, Mass.......... 2.000. c cece eect eee ete e eee 45 
MEARS, FRED W., HEEL CO., Boston, Mass.............. 00000 cece eee eee es ... 34, 35 
SPAULDING FIBRE CO., No. Rochester, N. H.........00.. 02. cece eee ee teens 3 
UNITED FAST COLOR EYELET CO., Boston, Mass..............6. 0.0 c eee eee ees 51 
UNITED SHOE MACHINERY CORP., Boston, Mass.............2...0.00.00-20.-.. 40 


STORE EQUIPMENT AND FINDINGS 


DUNDE SHOE RESHAPING DEVICES, INC., Chicago, Ill..............0.......-5.. 55 
MOHAWK CARPET MILLS, New York City............00.000 000 cece eee eee ee 38 
wee Ee OS. aig Wes Ee... 
MISCELLANEOUS 
pies EN: Bins Mah CU ios ncn ec tds: ncctpsissstvesestenes--... 2 
BARIS SHOE COMPANY, New York City... 2.2.0... 6 020 c ccc cece cee A 
TRVINE RUIDINN Now York Citys ici Foie cece ans Scat cee eee eee teen eee: 54 
KIRSCH-BLACHER CO.; INC., New York City..........6..0. 2005 c cece eee 54 
J. C. PENNEY CO., New York City. 2... ccc cee eee denne 36 


TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass.....0.00..5....... 48 








37 
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rompo — FOR Men they keep! 
by tht 


HOFH EMERG 


Interior of Hofheimer’s Men's Department, Norfolk, Virginia 


You've seen it happen a million times. The better mer- 

chants always get the jump on sales by keeping their minds 

open for new trends and being the first to introduce new and better 

merchandise. Later, others follow along with results which make them 

wonder why they didn’t act sooner. That’s the story of Compo Welts for Men. 

Stores like Hofheimer’s are capitalizing on the many advantages which these improved 

shoes offer to their customers — “Selling more all the time” — more Compo Welts from 
leading makers. Compo Shoe Machinery Corporation, Boston, Massachusetts. 


THE GREAT ADVANTAGES OF CEMENTED SHOES ARE OWE ENTIRELY TO COMPO ENGINEERING. 





HOE RECORDER, published every Saturday by Chilton Company (Ine.), Publication office, ote, and 56th Sts., Philadelphia, Pa. Bétrorial 
t at h St., New York, N. Y. Entered as second class matter November 23, 1932, » i the Post Office in Philadelphia under Act of March 3, 1879. 
Subscription price $3.00 per yer. Printed in U. 8. A 
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COLONIAL 
PATENT 


The AIDA 


is a Treadeasy shoe 














TH 

















LINKED WITH THE LEADERS 


Among the new In-Stock shoes for Fall made by the fa- | 
mous old firm of P. W. Minor & Son is this oxford tie 

which makes good use of ‘the colorful lustre of Colonial 

Patent for its eye appeal. 


Seasonal indications now point to a greater demand for 
patent leather in all types of shoes from the most practical 
orthopedics to the highest style lines. In-Stock departments 
are going to require new colored patent numbers as well 
as the standard Colonial blacks. 


Send now for the new Colonial Color Book which will 
help you select the most correct and salable colors for 





A complete set of these Colonial Color your Fall showings. 
Swatches will be sent on request. 


Address; Dept. R. COLONIAL TANNING COMPANY, BOSTON, MASS. 
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What does the Health Spot Shoe 
Franchise mean to you? 


ENGINEERING 
Enters the Shoe Store 
.... asa basis for 














making money thru 


SERVICE 


Seven people out of ten in your 
trading radius suffer with some 
form of foot trouble. They walked 
into it in wrong shoes—they can 
walk out of it in right shoes. 












































This is the shoe retailer’s 
GOLDEN OPPORTUNITY! 





STANDARD HEALTH SPOT SHOP 
WINDOWS AND FRONT 


HEALTH SPOT SHOES 
have been created after years of 
scientific research to straighten up 
weak feet and to get at the basic 
cause of all foot troubles. 


With the Health Spot Shoe as a 
profitable mark-up unit, plus dealer 
training schools, modernized store 
fronts and interiors, budget control 
and store finance ... Health Spot 
Dealers enjoy an ever growing cli- 
entele of repeat customers, earned 
through rendering a valuable pub- 
lic service in correcting weak feet. Supslemented with 
educational window 

A few franchises for exclusive pe . Health’ “Spot ” window 
Health Spot Shops are available in © enn temeshee hich 
certain cities in the United States ae dale ones ino te SUGGESTED FLOOR PLAN FOR 
with a population of 25,000 to store practically sold. STANDARD HEALTH SPOT SHOP 


100,000. INTERIOR. 


MUSEBECK SHOE CO. 


DANVILLE, IFLLINOI!IS 





9125—Brown Nu Buck 
Bal, Wing Tip, Oak Sole, 
8/8 leather heel, Good- 
year Welt. Sizes 6/II, 
Widths B, C, D.. .$2.65 


9124—Same in Grey Nu 
Buck. 


9126—Same in Black 
Swagger Buck. 


9114—Black Bordeaux 
Calf Bal, Oak Sole, 7/8 
leather heel, Goodyear 
Welt, Sizes 6/11, Widths 
B,C,D..........$2.50 


9115—Same in Tan Bor- 
deaux Calf Bal. 


9112—Black Bordeaux 
Calf Bal, Wing Tip, Oak 
Sole, 8/8 leather heel, 
Goodyear Welt. Sizes 
6/11, Widths B, C, D. 
$2.50 


9113—Same in Tan Bor- 
deaux Calf Bal. 


9118—Black Bordeaux 
Calf Bal, Oak Sole, Rub- 
ber Heel, Goodyear Welt. 
Sizes 6/11, 7 Wide. 
$2.50 


9102—Black Bordeaux 
Calf Blucher, Oak Sole, 
Rubber Heel, Goodyear 
Welt. Sizes 6/11, Widths 
+e) RE $2.50 


9100—Black Bordeaux 
Calf Bal, Oak Sole, Rub- 
ber Heel, Goodyear 
Welt, Sizes 6/11, Widths 
Ee Re $2.50 


9101—Same in Tan Bor- 
deaux Calf Bal. 


IN STOCK 
IMMEDIATE DELIVERY 


~ 
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THERE’S A REAL REASON FOR THE SUCCESS 
OF THESE ENDICOTT JOHNSON MEN’S SHOES 


When a line of men's shoes sells as well as Endicott John- 
son's—there must be a real reason for their ever-increasing 


popularity. 


There is such a reason. Endicott Johnson knows what men 
want and expect in their shoes. In making this men's line, Endi- 
cott Johnson has given these shoes really superior designing 
and styling. And the more than careful manufacture, the bet- 
ter grade leathers and materials used, the sturdy, comfort- 


giving wear, have kept men sold on these Endicott Johnsons. 


From the merchant's viewpoint: the easé with which they 
sell, the worth-while profits received, the repeat business these 
shoes bring, have made them more popular than ever for this 


coming Fall with shoe retailers everywhere. 


IN STOCK—IMMEDIATE DE- 
LIVERY—AND WE ARE NEVER 
MORE THAN 24 HOURS 
AWAY FROM YOUR STORE 


(TT iN | \/ ST. LOUIS, MO 
Ke 1 oF IN. 7. NEW YORK CITY 


— 
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Sry. is only half the story of the outstanding success 
of Arnold Authentics. The other and fully as important 
half is the plus value of their famous Arnold Glove Grip 
construction. For it is the Glove Grip that gives these 
shoes their unique close-fitting “feel” and their out-of- 
the-box comfort. 















AND THEY'RE IN STOCK 


Another plus that means profits to you is that every one of 
the shoes featured in the national advertising of Arnold 
Authentics for men is an In-Stock number. The three 
illustrated here from a recent Esquire advertisement, 
for instance, are all regular stock that is held on call at 




















South Weymouth for immediate shipment. 


You ought to see all of them, so send for the NEW 
CATALOG OF IN-STOCK MEN’S SHOES. 


M. N. ARNOLD SHOE CO., SO. WEYMOUTH, MASS. 


The TALLY-HO (top) The SHERWOOD (below) 
New this yeor but already a Another new model — with 
money-maker. This blucher straight tip, center perfora- 
comes in black or tan Nor- tion and pinking. Black or 


wegian calf, tan boarded colf. 


Pus THE FAMOUS 
: GLOVE GRIP 









The DUNKIRK — A classic wing-tip shoe 
that is always good. In black or tan calf. 





